high fashion, classic, 


comfort or casual 
there’s a TrimTred 


shoe for every mood! 
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Since ’ were born 


they’ve been made of 














Stein-Sulkis Shoe Company of 
Haverhill makes this popular 
teen-age line . . . and makes them to 
stand up to the wear theyre bound to 
get. That explains why they have 


always used Colonial Patent, the 





pliant, easy-to-work patent 
whose fine wearing quali- 
ties are reflected in the 
repeat sales that 
mean profit to 
manufacturer 


and retailer. 


COLONIAL TANNING COMPANY, Inc. 


Boston 11, Massachusetts [ 
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Army Russet Elk Tanned 
Blucher Oxford 
110— 4to 6-C to E 
4110— 6%, to 8 B to D 
4110— 8%. 1012 Ato E 
4110—12%2 io 3 Ato D 
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THE GILBERT SHOE CO. - THIENSVILLE, WISCONSIN 








Yol. CXXXIV No. 6, BOOT AND SHOE RECORDER, published semi-monthly by Chilton Company (I Chestnut and 5éth Sts. 
ae as second class matter June 5, 
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Philadelphia, Pa. 





TRIPLE SOLES .. 
RUGGED “BACK TO 
STYLES ...TO 
PROFITABLY AT 


. HEAVY 






SCHOOL”’ 
RETAIL 


$995 





Mc COYS ARE IN STOCK 


HOLLAND-RACINE SHOES, INC. 


HOLLAND, 


MICHIGAN 


Boot and Shoe Recoraer 











TAN-ART CO., INC. 








NOBODY ever saw such WHITE SUEDE before! 


Everybody who has inspected this great 
advance in white suede tanning is natur- 
ally enthusiastic. Orders on it for 1949 
are already booked from leading manu- 
facturers, who know this TAN-ART suede 
will give them a terrific edge over com- 
petition which contents itself with any 
white leather. 


BLACK 


COLORS 


If you, Mr. Retailer, want to know how 
great a difference, in appearance and in 
service, TAN-ART’S new white suede con- 
stitutes, write now for a swatch. Compare 
it with any white suede in shoes... take 
it along when you buy white shoes for 


the next winter resort season. 


TAN-ART 
SUEDE KID 





G. LEVOR & CO., INC. GLOVERSVILLE, N. Y. 
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STYLE No. 8830 


4 ways to improve your children’s shoe business... 





| e feature a brand that mothers know 





. promote your exclusive construction features 


3. give perfect fit for every foot 


a balance your buy better 


from one resource, for tots thru teens 












Are you missing this strength in your present brand or brands? Then send 
for your Pollyanna salesman and see how the right resource can help you. 


A. S. KREIDER SHOE CO. ANNVILLE, PA. 
NEW YORK CITY SHOWROOM Marbridge Bldg., 47 W. 34 St. 

















(omiltin 


-right 
down 
your 
alley! 





Walk-Over dealers everywhere have recently received a handsome kit of 
promotional material built around one specially selected shoe “headliner” — 
the “Sally”. This is an example of the long-range planning backing up 
Walk-Over dealers—consistent national advertising, plus high-fashion tie-in 


material which they can use locally to make nore sales! 
Walk-Over prices from $12.95 


Included in the “Sally” package:— 


e Reprints of national ads e Radio Scripts 
e@ Special local newspaper ads e “Vogue Says” cards 
e Publicity stories @ Statement Enclosure 
e@ Window suggestion e Fashion Facts 


@ 40” x 24” poster e Additional fashion art work 











BOX TOE MATERIALS 


HOW GIVREN 








USES CUSHION CORK 


to make ‘Featherbed”’ shoes more comfortable 


8%, The diagram above shows how the E. J. 
¢@e Givren Shoe Company, Rockland, Massachu- 
setts, add extra comfort to their “Featherbed” shoes 
by using an insert of Armstrong’s Cushion Cork in 
the patented “Scoop” process. Cushion Cork used 
as a filler piece provides far greater resilience, flexi- 
bility, and ventilation underfoot than would be 
possible with conventional bottom fillers. 

The “Scoop” process scoops out a portion of the 
underside of the leather insole to bring the foot 
closer to the Cushion Cork filler piece. This cushion 
insert is permanently anchored within the cavity, 
insuring uniform wear and comfort throughout the 


life of the shoe. Special perforations in the insole 
force air around and under the foot with every step. 
The Cushion Cork used in “Featherbed” shoes 
is a combination of springy cork particles and a 
sponged binder. This produces a material that 
flexes and bends, yet gently and firmly supports the 
foot. Cushion Cork protects against heat or cold. 
You will win extra sales when you tell your cus- 
tomers about the extra comforts of shoes built with 
Armstrong’s Cushion Cork. You probably carry lines 
that give you this extra sales feature. Arm- ; 
strong Cork Company, Shoe Products Dept., ®) 
9608 Arch Street, Lancaster, Pennsylvania. (SRY 


CUSHION CORK AND FLEXICORK ARE REGISTERED TRADE-MARKS. 


ARMSTRONG‘S. SHOE. PRODUCTS 


FLEXICORK 


' 


FILLERS 


CUSHION CORK 





CORK COMPOSITION 





















Your praise will be high for the New DREW 
In Stock styles for Fall... and you'll quickly recognize 
new merchandising and profit-making possibilities 
. .. for here's a line which combines every element 
of beautiful styling and smart individuality, 
exquisite leathers of the finest tannages, and fine 
workmanship coupled with exclusive 
foot comfort features ... a line delivering 
customer satisfaction and meriting customer 





The SERENE 


No. 15070—Black Suede, Pat- 
ent Trim, 4-Eyelet Tie, Ex- 
tended Arch Rest Insole, 
Extra Eyelet for Fine Fitting, 
Fedic 5 Last, 15/8 Patent 
Cuban Heel ..... $7.65 
No. 11070—Same as No. {5070 
in Black Satin Mat Kid with 
Patent Trim .... . $7.50 
No. 31070—Same as No. 15070 
in All-over Brown Kid . . $7.65 


IN STOCK . . AAAA to EE 


loyalty beyond a single doubt. 












The TOPS 


No. 15168 — Black Suede 
Piatform Pattern with 1/4 
Black Calf Platform, Ex- 
tended Arch Rest Insole, 
196 Last, 14/8 Black Calf 
Kantskuff Midway Heel, 
Arch Rest Platform Welt. 
A Real Ankle-Fit Pattern, 
Keyed for Fashion . . $8.00 
No. 32168—Same as No. 
15168 in Lightweight Town 
Brown Calf . . . . $8.15 
IN STOCK .. AAAAto C 






The SHORE 

Wo. 32088 — Luxurious Town 
Brown Calf Dressy Wall Toe 
Sport Tie, Extra Eyelet for Fine 
Fitting, Extended Arch Rest In- 
sole, 199 Lasf, 15/8 Town Brown 
Calf Kantskuff Heel, Arch Re 
Os ok te ee $7.65 
No. 12088—Same as No. 32088 
in Polished Black Calf . . $7.50 


Be sure to tie-in with Drew’s 
August Vogue and September 
Ladies’ Home Journal promo- 
tions. Write at once for com- 
plete details. 


VEIT We EIT hy 
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THE IRVING DREW SHOE CORPORATION, LANCASTER, OHIO 


NEW YORK OFFICE, 746 MARBRIDGE BLDG. © ALSO MAKERS OF DR. HISS' BALANCED SHOES 











August 15, 1948 








Never before such irresistible styling in casual shoes and 
play shoes. Never before such intensive national 
advertising . . . in such an impressive list of magazines 


reaching the young, eager, alert market. 


And for you... keyed to Kickerinos’ smashing Fall advertising 
campaign . . . a colorful array of beautiful display materials for your windows 
and counters . . . complete mat service . . . envelope inserts . . . book matches 
. .. electric department signs and many other helps to make this your greatest 
Selling season in Kickerinos’ history! 








¢ é 
ic{erines Divison MARILYN SHOE COMPANY, 1223 W. Vine St, Milwaukee 5, Wisconsin 
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Hi “The MAC RAE” Model 2819-5 








TOMAHAWK COLOR NO. 3 


— FEATURED IN AMERICA’S FINEST SHOES — 











Contro goes everywhere in 
finer shoes that fit beautifully. 


count on CONTRO eee cae cai 
for profits 
by the foot 


Firestone 
Con /, 7 md 


the quality elastic backing 


Contro is at the top in quality. 
Look for Contro in finer 
fitting fashions everywhere. Contro is a name your customers count on... 
for form, for fit, for fashion! No wonder. 
It’s the elastic with Vitalin, the magic 
rubber vitamin. It’s a wonderful backing— 
hacked by all of Firestone’s famous resources 


and research. So—step up sales by specifying Contro. sii Hl 


€ 1948, FIRESTONE TIRE & RUBBER CO. 
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AMERICAS MOST POPULAR LINE OF BOY'S SHOES 


STYLE No. 2401 
Brown Joy Veal e Antique 
Finish e@ Street Last e 
Double 


Heels 


Boys’ Sizes 1 to 6 @ Big 
Boys’ Sizes 644 to ll e 
Widths A to D 


STYLE No. 2402 
Brown Joy Veal @ Antique 
Finish @ Toby Last e 
Double 


Heels 

Boys’ Sizes 2 to 6 @ Big a. 
Boys’ Sizes 6% to 11 e 

Widths A to D 


Because They're Right In Everything 
A Real Boy Wants In Shoes 








ADERIGH 9 su 













Soles e@ Rubber 


Ruccep individuals to a man “that’s our 
American youth!” They know what they 
want and where to find it! When it’s sturdy 
shoes for hard wear, they turn to their 
Gerberich Dealer; when it’s the hottest thing 
in a new moccasin, they know he'll have it 
too. After all, it’s the boys themselves. with 
an able assist from G. P. Dealers, who have 
made Gerberich’s “America’s most popular 
line of boy’s shoes.” 


Soles e@ Rubber 



























The only shoes 
tuned to foot-action 

by patented Synchro-Flex 
Construction 

... the advanced method 
of building 


This New Synchro-Flex-British Walker is Instock 


STYLE S-1624 .. . CUSTOM GRADE 
U-Wing Tip . . . Leather Beaded Top 
Double Welt 
IMPORTED ALBION GRAIN 





Nationally Advertised in October Esquire 


J. P. SMITH SHOE CO., CHICAGO 22, ILL. . . . making British Walkers for Men and Women 
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S¢b0n000 FECpCE 


will see Johnsonian Advertising this Fall 


...and here’s the tie-in package 
that brings them into your store! 


®@ Dealer’s newspaper mat service 
® Radio spot announcements 

® Direct mail pieces 

© Window and counter cards 


Everything you need to help you 
cash in on the great new national Johnsonian 
fall promotion...in one convenient working 
kit. Ask your Johnsonian sales representative, 
or write direct for your Johnsonian promo- 
tion package. 
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And Johnsonian Jr. for boys in styles just like “Dad's” 


AFINE SHOE... 2 ao Axseness wth 
Endicott Johnson Corporation 


ENDICOTT, NEW YORK ST. LOUIS, MO. NEW YORK, N. Y. 














Here’s United Last’s Platform for °48 and Every Year: 


Shoe style trends begin with the last. Year after year, United 


1. United Last Styling . .- 
Last creations headline the style front as top-notch sellers. 


2. United Last Locations . . ~ From branch factories strategically lecated, comes swift and 
reliable service paced to meet your needs. 


3. United Last Know-How .«~ «. Dependable, precision-built lasts constructed to company-wide 
specification of the best obtainable materials. 


4. United Last Research . . ~ Product-wise and style-wise United Last research helps 
“spark” new ideas and methods. 


UNITED LAST CO., BOSTON, MASS. 














YOUNG BUSINESS 1S PROFITABLE BUSINESS 





Watch for Bea Friendly’s 
BLACK MAGIC in Seventeen for September! 


A full eye-catching page to tell six 

million teen-age readers about 

the new, feminine styles in Friendly Sports, 
Turn their eyeing into buying 

in your store by tving in! 





BLACK MAGIC? 


. . . Shoes with that young approach 
to feminism in footwear ! 


The young, progressive members of your 
community spend freely for the things they want. 
Today, they want young shoes, styled for the 
feminine trend in fashion. Friendly Sport 

Shoes answer that want with young, fashion-right 
black suedes. It’s a profitable answer for you— 

an answer that can make your store headquarters 
for the market that buys more shoes, more 
regularly than any other group! The young- 
minded Edgewood organization 
interprets young wants into 
quick-selling shoes. Order 
now, Friendly’s “Black Magic” 
shoes to take advantage of 
Friendly’s national promotion 
for profits today and repeat 
sales from satisfied 
customers in the future. 











Friendly 


Tse 


MADE BY EDGEWOOD SHOE COMPANY, DIVISION OF 
GENERAL SHOE CORPORATION, NASHVILLE, TENN. 





) LEATHERS (| 


Official Cpentng 
‘SEPT 14-19 





WALDORF ASTORIA © NEW YORK CITY 
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LeT Pri sERVE You ¢ | g 


THIS PIPING-HOT 


FALL PROMOTION... 





Here’s PRIM’s colorful nylon menu for Fall flattery ...a 
‘smart, down-to-earth merchandising campaign designed 
to please consumer and dealer alike... 


UNIQUE —is the word for this delightfully-different, 
fresh new PRIM approach. 

APPEALING —a bright new idea inspired by a familiar 
and colorful institution—the American 
Breakfast. 

FAMILIAR —beautiful, natural. shades—color names 


that mean something to women—a feature 
that’s a “natural” for you. 


FASHION-RIGHT —Feall’s best-selling colors—styles keyed 
carefully to consumer demand. 





PROMOTABLE —a nationally-advertised idea you'll be 
proud to feature. model newlded, 


PRIM HOSIERY, INC., Chester, Ill. + Chicago Office, 300 West Adams 











ACLINIG SHOCS 1, cccuet persormence 


in leading stores are the first choice of nurses, technicians, 


teachers, waitresses, 


Quality 


The high quality of Clinic Shoes 
is the result of rigid controls in 
selecting materials, in manufac- 
turing methods, in limited styles, 
steady production, careful inspec- 
tion, and skilled shoemaking. Only 
Clinic Shoes are made in our 
Clinic factory. 





Same price-Same terms to all accounts. 
TO RETAIL $7: and $8.8 


according to leathers 


Terms: 5% 15 days. 











If interested in Clinic Shoes write us. If franchise is 
available will have our salesman call without obligation. 


August 15, 1948 


and other “Young Women in White.’ 


Comfort 


Clinic Shoe “comfort” is !iterally 
famous among millions of “Young 
Women in White.” Each Clinic 
last is a proven fitter. A pattern 
is made for each size and width; 
no lasting up or down. This, plus 
our insistence that Clinic dealers 


? 


Economy 


Clinic Shoe prices are kept at the 
lowest possible levels due to our 
strict policy affecting our produc- 
tion methods, our purchases, our 
sales, our advertising, and our 
customer relations. We build only 
a few basic styles on an even-flow 


production schedule. All shoes are 
carried in stock. No waste is 


maintain full size runs by frequent 
reordering, assures proper fit and 
hence the comfort required for 
active feet. Sizes run from AAAA 
to C — 32 to 12. 


permitted. 









THE CLINIC SHOEMAKERS 


Division of 
JHE JUVENILE SHOE CORPORATION 
OF AMERICA 


SHELL BUILDING 
#1221 LOCUST STREET - ST. LOUIS 3, MISSOURI 


















Comfort teams up with Style 


© ©3 ee aes s 


No wonder repeat sales on Massagic 
Shoes are soaring to an all-time 
high! Millions of active men 
have found luxurious comfort in 
Massagic’s famous resilient air 


euseee® 


cushion and flexible Arch Lift. 
And being style-wise...they also 
appreciate the originality of de- 
sign that makes Massagic Shoes 
tops in eye-appealing smartness! 


WEYENBERG SHOE MFG. CO., MILWAUKEE 1, WIS. 





% Yields with every step 
% Absorbs shocks, jors 
% Keeps you foot-fresh 


WEYENBERG 


MASSAGIC 


42 Cuaheion Shooto 


This famous line also sold and advertised 


under the name — Porto-Ped Air Cushion Shoes 


Backed by consistent, month-after-month advertising in 
LIFE + SATURDAY EVENING POST + COLLIER’S + ESQUIRE + TRUE + PIC +» HOLIDAY 




















*1053 Green 
*2145 Closed Toe 


*1000 Patent Wedge and Lace 
with Anklet 








*Norzon is the 
Corporation to 


“VICTORY FOOTWEAR SALES COMPANY 
(No Branches) 
2020 Sherwood Avenue, Baltimore 18, Maryland 


TURN PAGE 





6975 
$3.00N« 


more 


“NORZON” 


Distributed Exclusively by 
Phillips Premier Corporation, Boston 


6585 Hi Heel 
6525 Cuban Heel 


6955 Pump—Cub. Heel 
6965 Sandal—Cub. Heel 


$3.00" 


x 
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StEP ON IT! 


WHY WAIT TO SAVE ON SHOES? GET NEOLITE SOLES FOR THE WHOLE FAMILY! 


IN LEADING 
NEWSPAPERS 4 4 


DELIVERING MORE 
THAN 80,000,000 





MESSAGES! 


Do it now! Dress up your shoes. Dress 
down shoe bills. Actual walking tests 
prove sensational NEOLITE Soles out- 
wear leather more than 2 to 1. 


Join the 25,000,000 budget-wise buy- 
er$ who are slashing family shoe costs 
with NEOLITE Soles. 


See for yourself how NEOLITE puts 


(FOR RESOLES, ON NEW SHOES ) 


extra miles on your shoes. . . extra 
dollars in your pocket. 

100% waterproof, NEOLITE Soles keep 
feet dry... help avoid winter colds. 
No breaking-in! Won’t mark floors! 

Switch to NEOLITE Soles (not leath- 
er, rubber, nor plastic) now! At all good 
shoe repair shops or shoe stores. 









MARK 
THIS MARK! 
Without this name, 
it’s not the same— 
insist on genuine 
“NEOLITE” 















25,000,000 people keep shoe costs down with 


NEOLITE SOLES 


WEOLITE T. M.—THE GOOOYEAR TIRE & BUBSE® COMPANY: 









AD NO. 1 IN THE SERIES 























st on the air fs? 
Fifty million NEOLITE sales messages 


per week delivered over the top radio 
stations from Coast-to-Coast. 








st in magazines /&3/ 


Big, full-color, full-page advertisements 
appearing regularly . . . reach 26,000,000 
readers of Life Magazine. 











local newspaper campaign 


behind any brand 


Fifty million radio listeners! 26,000,000 magazine 
readers! And now 80,000,000 newspaper advertising 
messages! 

That’s the audience that makes NEOLITE the 
best-advertised shoe sole in the world! 

In addition to continuous radio and magazine ad- 
vertising, NEOLITE is breaking a big, smash cam- 
paign in leading newspapers Coast-to-Coast. 

That’s the kind of powerful support that has 


Zz 
= 





of shoe sole! 


made NEOLITE the choice of 25,000,000 people who 
today walk on this revolutionary Goodyear product. 

What’s more, next week . . . hundreds of thou- 
sands of people will buy NEOLITE Soles. You can’t 
top that for public acceptance! 

So climb aboard the NEOLITE bandwagon. Make 
the most of this unprecedented advertising and 
sales support. Specify NEOLTE Soles, and get set 
for bigger sales . . . extra profits!’ . " 





A PRODUCT OF 





GOODFYEAR 











RESEARCH 





















































( ( ) Z or men who want the best, 


it’s AMERICAN GENTLEMAN. In Style, 

Quality, Value and Service, American 

Gentleman Shoes stand out in a class all 

their own. For fast sales action and quick turn - 


over, concentrate on American Gentleman. 


. — ~ 
-<—.2. 


T73Iss8355495 





To Retail Profitably 


5850 ,, $1280 


A FEW STYLES SLIGHTLY HIGHER 


AMERICAN GENTLEMAN DIVISION 
Craddock-Terry Shoe Corporation, Lynchburg, Va. 





WTO. 


MAKES YOUR 


MAKES YOUR 


SELLING casy 


GET YOUR COPY OF OUR NEW FALL CATALOG! 


NOW!...A brand new, 44 page catalog in 
sparkling natural color...packed with fast- 
selling AIR-O-MAGIC* styles for the new 
season. A s-m-o-o-t-h model for every 
occasion ... for every customer... and 
every one styled-right, priced-right for 
brisk volume sales. 


MARION SHOE DIVISION, 


309 West 2nd Street, 


Choose the AIR-O-MAGICS you need, with 
every assurance of complete satisfaction. 
Let our streamlined IN-STOCK DEPART- 
MENT help you keep a well-balanced min- 
imum inventory for maximum turnover. 
Join up with AIR-O-MAGIC NOW and get 
set for lively selling throughout the year! 


e If you have not yet received your copy 
of the AIR-O-MAGIC catalog, write today! 


FOCUS AIR-O-MAGIC NATIONAL 
ADVERTISING ON YOUR STORE 


Forceful advertisements, frequent insertions — 
that’s the formula for AIR-O-MAGIC’S promotion 
success. And we back it at the point of sale with 
compelling display aids like this! Ask your AIR-O- 
MAGIC representative for details! 


*Our exciting new Shenendoah Line and 
Genuine Goodyear Welt Work Shoes, too! 


~ 


Marion, Indiana 
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POCKET-WEIGHT 
~ OVERSHOES 
for the WHOLE FAMILY 
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tes £ Advertisement 
3 in COLLIER’S 
Pe Ist week 
HEY of October. 


Nationally distributed to the shoe 

trade by Roth, Rauh and Heckel, 

Inc., Ripley, Ohio, makers of Style 

Arch shoes. If their salesman is 

not expected to call soon, write , c 

them for FREE samples. Mailed and © totes. | So-Lo Works, INC., 
promptly and postpaid, for your ack rth! i LOVELAND, OHIO 
examination. ; Chr | & 

Rubber Footwear Division 


Manufacturers of Totes 











STYLE NO. 8959 
SIZES 6 to 12 
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STYLE NO. 5949 
SIZES 1 to 6 


Your customers will go for 


“Look-A-Likes” by 


BY] 


Alike as eggs as far as design is concerned, Belleville Boys’ and Men’s Shoes 
are as different as cheese and chalk when it comes to the lasts over which 
they are made. Separate and special lasts with correct fitting qualities 
are used in making Belleville Boys’ and Men’s Shoes. This is your 
opportunity to sell exceptional fit and comfort as well as style 


in the $5.50 to $9.95 retail price range. If interested, write: 


BELLEVILLE SHOE MFG. CO., BELLEVILLE, ILLINOIS 


New England Distributor: KREIDER-CREVELING SHOE CO, 
602 Atlantic Avenue « Boston 10, Mass. 












 Pileve’s why 


we don’t WOITY 


about off-seasons” A man with bum feet doesn’t buy shoes 


because it’s spring... or fall... or any 


other time. 


He wants his shoes when he wants ‘em! 
He has to be able to go about his business 
comfortably, easily and without fatigue, 


regardless of the time of year. 


That’s one reason why most Wright re- 





tailers don’t seem to suffer the big ups-and- 
+. Say the men who retail downs in sales that the sellers of ordinary 
Arch Preservers shoes do: why their resales are high and con- 


stant; why their customers stay with them. 


Then, too, of course, there are the men 


with good feet who want to keep them that 











way ... and the men with a good eye for 


appearance and quality and value. 


These are all natural Arch Preserver 
customers ... and, brother, there’s a lot 
of them! E. T. Wright & Company, Inc., 


Rockland, Massachusetts. 


- 
“ne 
72. 


, 
— a - 
*#eeseness?* al 


The Drexel 
in brown calf or grain. 
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: Sole Attaching 
Cement 


a = oe 
* ; 
$28! 

= 





Accepted by consumers 

from coast to coast—.. .‘‘I 

particularly like Bostonians’ 

Strato-Moc fit, comfort and 

styling’’, that’s what they say! 
Coordinated selling reaps the 

benefits of this outstanding 
consumer acceptance — 

for you. 


The latest Bostonian 
Strato-Moc promotion starts off in 
The Saturday Evening Post in color 
September 18, 1948. Tie-in with Newspaper advertisements for 
local attention! Merchandising aids for point-of-sale interest. Get complete 
information on ‘“Strato-Moc” from The Commonwealth Shoe & Leather Co., 
Whitman, Mass. 


IN SHOES—A BRAND WITH r 
TOP-FLIGHT CONSUMER ACCEPTANCE IS O2LA0O0AMI2 


WHITMAN, MASSACHUSETTS 


August 15, 1948 33 
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... the NEW 





DE LUXE 


X-RAY 


SHOE FITTER 


There's beauty in the clean, classic 
lines of its modern styling ... in the 
traditional warmth of its handsome cab- 
inet of matched grain veneers ... in 
the rich mellow tones of its hand- 
rubbed finish. There's beauty, too, in 
the way its modern fittings blend quiet- 
ly into its distinguished design. 

It is beauty that goes all the way 
through, too ... for the new Simplex 
DE LUXE embodies all of the proven 
electrical and mechanical features 
which Simplex has pioneered through 
the years, plus recent advancements 
which insure the high standards of 
performance, convenience and safety 


for which Simplex X-RAY Shoe Fitters 
are noted. X-RAY SHOE FITTER inc. «3533 No. Palmer St. ¢ Milwaukee 1, Wis. 


be “Regularly finished 
in mellow, hand- 
rubbed walnut. 


Special matching 
finishes at slight 
extra cost, 


Ask the Simplex X-RAY Represen- 
tative who calls on you for com- 
plete information on this new De 
Luxe Model. If you can't wait for 
his next visit, write us directly. 
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Trust GOLO to come up with 

a fashion “first” for Fall ...the 
perfect “knockabout” casual for 
vigorous Autumn days! So flexible you 
can bend 'em, twist ’em, roll’em... TUGBOATS 
are so lightweight, so easy-feeling on the foot... for 
all their sturdy, rough ’n tumble look! Genuine Goodyear 
welt insures fine fit and long wear ...springy virgin 
crepe soles give cushicny walking comfort! 


No wonder we say to dealers... it’s “all aboard” with 
TUGBOAT for sweet ’n steady profits this Fall! 


Famous built-in quality featured 


in 15 fast-selling styles, all superb TUGBOAT comes in Black, Brown, 
Goodyear welts with channelled Green, Blue Ruffy, Oxblood kipskin, 
prime flexible insoles. AAA to C widths, sizes 4 to 9. 


Golo OF DUNMORE « Division of Golo Footwear Corp. 
v nmore 


Pa SALES OFFICE: 129 Duane St., N.Y. 13, N.Y. 


FACTORY: Golo Park, Du: 





| Frozen In lee —But Celastic Stands The Test 





J Here’s a shoe with a Celastic box toe that was imbedded 
in a cake of ice for 64 hours. When it was removed the toe 


still maintained its lasted contours . . . further evidence of 


the support and durability which Celastic gives the toe of the 


shoe in wear. 
MATCHED PAIRS... trim on the foot — true to the last 
TOES 
Unitep SHOE Macuinery CorPoRATION - BOSTON, MASSACHUSETTS 


*“CELASTIC” is o registered trade-mark of the Celastic Corporation 
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Your “face” can be your fortune 





INE times out of ten, the store 
N with the most attractive and 
inviting appearance—inside and out 
—the store that presents the most 
appealing “face” to the public, is the 
store that gets and holds the most 
customers, that wins the biggest 
volume, the quickest turnover, the 
largest profits. 

It’s true: “Your ‘face’ can be your 
fortune,” when applied to your shoe 
store. Retail merchants, from one end 
of the country to the other, have 
proved it to their profit. And they’ve 
proved, too, that Pittsburgh Prod- 
ucts are the most dependable among 
materials for store modernization. 
More than any others, Pittsburgh 
Glass and Pittco Store Front Metal 
have been successful in giving all 
kinds of businesses the magic of 
“eye-appeal.” 

Why not plan to remodel your 
shoe store for a more successful busi- 
ness? Consult an architect, first. 
You will thus be sure of a well- 
planned, economical design. Then, 
if you wish, you can arrange for con- 
venient terms through the Pitts- 
burgh Time Payment Plan. But 
right now, fill in and return the cou- 
pon below for your free copy of our 
valuable new book on store moderni- 
zation, “Modern Ways for Mocern 





Days.” It contains scores of “Pitts- THIS SHOE STORE in Kansas City, Missouri, with its open-vision front offering a clear 
burgh modernization jobs; shows view into the interior, is a striking example of how “Pittsburgh” modernization can be 
how Pittsburgh Products create employed to give your store more attraction-power. Remodeling like this pays big 


dividends in increased sales and profits. Give your business the advantage of this proven 


sales-winning store fronts and in- : 
2 & “shot-in-the-arm.” Architects: W. Bovard and W. Emil Forman, Kansas City, Mo. 


teriors. 








eo 
toe “ ad | 
| Pittsburgh Plate Glass Company 
2274-8 Grant Building, Pittsburgh 19. Pa. 
f | I'm interested in your new book on molernization, “Modern 
Ss T Pe] E F R re) N T s l Ways for Modern Days.” Please send me a FREE copy. 
the ° UN ea ae 
AND INTERIORS [i tiie 
et ON ie etn State 
' 


PAINTS - GLASS - CHEMICALS - BRUSHES - PLASTICS 





PITTSBURGH PLATE GLASS COMPANY 


USETTS 
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Parents know that RAW-CORD* 


soles and heels wear longer. 


They know it from actual experience with 
their youngsters. A million of them are 
reminded of it monthly through Parents’ 
Magazine. They prefer Gro-Cord’s exclusive 
Multi-Angle-Cord construction to any other, 
for it means longer wear, safety in any 
weather. This sole has extra sales appeal in 
the patented kicker-toe*. You'll get ready 
acceptance when you show this sole and heel. 


*We will gladly furnish a list of National advertising has helped pave the 
shoe manufacturers using this way. So has the satisfaction enjoyed in mil- 
Gro-Cord sole and heel design. lions of pairs by Boy Scouts in United States 
Trade Marks Reg. U.S. Pat. Off., G-C Co. and Canada. 


GRO-CORD RUBBER CO., LIMA, OHIO 


- \g EASIER TO SELL WITH 
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MEET SELECTIVE 
CONSUMER BUYING 


$795 - s19°5 


EVERY retailer has already sensed the shift to more 
exacting consumer demands. The customer is trading 
down in price ... but will not compromise with style 
or value. Alert merchandisers are shifting with the 


trend .. . strengthening their popular priced lines . . . 


scouring the market for better buys. Yorktown Shoes 





have always been a “better buy”! Now the Yorktown 
In-Stock Line is more of a stand-out than ever... for 
it combines high style with sound value — at a price 
level that’s well within customer acceptance! There are 
35 fast-selling styles in stock for immediate delivery. 
Concentrate on Yorktown ... watch it become your 
major line! 


Write for further information, for catalog, or for salesman fo call. 


GARDINER SHOE CO., 


INC., 


GARDINER, MAINE 


TWO GENERATIONS OF FINE SHOEMAKING 























gives a shoe 


the look and feel 
of QUALITY 











Ranking high among the most 














confortable and the best looking 





shoes of any season are those 











made of Colonial Colbuk — 


the finer textured reverse 





calf. Whether you use it for 
men’s or women’s shoes 
— in black, white, or 


colors — Colbuk always 








maintains its look and feel of quality, 





COLONIAL TANNING COMPANY. Ine. 


Boston 11. Massachusetts 





















































THIS ADVERTISEMENT IN FULL COLOR WILL APPEAR IN ‘’GLAMOUR,” “MADEMOISELLE 
“SEVENTEEN,” “CALLING ALL GIRLS’’ AND OTHER NATIONAL MAGAZINES. 


SANDLER 


OF BOSTON 


/ 
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Let S This Fiddle Shank is designed to provide maximum 


strength consistent with the style of the shoe. The 
Look Cl osely broad heel part of the fiddle design provides lateral 


stability and the narrow waist is ribbed for full 





at a support through the arch. The toe part is flattened 
* L to eliminate excessive thickness at the ball line. 
-_ U 
Wel -Fi ted To maintain accuracy of curve and fit, the Vita- 








Tempering process imparts the structural strength and 


rigidity necessary for the proper support of a shoe. 


RIGHT — With due allowance for heel attaching nails and heel at- 
taching screw, as much steel as possible both in width and length 
should be under the heel. 


RIGHT — A correctly fitted shank closely follows contour of last from 
ball line back into heel section. Shank is fitted close to heel tuck 
unless slight heel spring is requested. 


RIGH™ — End of shank should stop in vicinity of ball line. Some 
manufacturers prefer shank to stop at ball line, others, a fraction of 
an inch ahead or behind ball line. 








UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 

















Hello Central 


—The following paragraph is quoted from a Fi- 
nancial Sheet that has just come to my attention: 


“We like Walter Gifford’s comment about 
the idea of American free enterprise being 
on trial for its life. He says, “The record 
seems to show that free enterprise is the 
only system of government in the world 
that is not on trial. If it is on trial, why is 
America being called upon to save the 
world from economic chaos? And why are 
those who hope to profit from a state of 
chaos fighting so bitterly to prevent our 
participating in the European Recovery 
Plan?’ ” 


—Mr. Gifford is Chairman of the Board of Amer- 


ican Telephone and Telegraph—the greatest 
communication system in the world. 


—With the millions of ‘“‘lines’” under his control 


he should be able to “listen in’’ better than any 
other business leader and feel the economic 
pulse of the nation; and it’s a safe bet that 
he would find that the very great majority of 
our citizens love America, approve of the Amer- 
ican System of Free Enterprise, and would not 
exchange their citizenship, advantages, privi- 
leges and rights for those of any other country 
in the world. 


—As for those who don’t like what we have got 
and cherish—let them pack up and get out— 
and the sooner the better. 


—God bless America. 


President 
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EVERY JUMPING-JACK SOLD 
KEEPS SELLING! 











Every time a pair of Jumping-Jacks 
walk out—they bring another cus- 
tomer in—dealers know Jumping- 
Jacks bring more repeat and rec- 
ommend business than any other 
shoe. And remember, as Jumping- 
Jack sizes increase, Jumping-Jack 
soles grow heavier for added wear. 
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FOR ALL CHILDREN 6 MONTHS FO 4 YEARS 
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3 





Two Florsheim Brogies ... 
inspired by the square toe, 
spade sole, be-buckled 
fashions of the Pilgrims. 
For daylong comfort, with 
tailored suit or casual... 


and for the incomparable 





quality that always goes 


with shoe fashions by 





FLORSHEIM 


As advertised in LIFE 





The Florsheim Shoe Company ¢ Chicago 
Makers of Fine Shoes for Men and Women 
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by EUGENE J. HARDY 





U. S. Military Government in Germany reports that removal of price controls 
on shoes and other consumer goods in conjunction with the recent currency reform has 
not resulted in any price increases. The effect of the currency reform has been to 
make consumer goods generally available inthe shops, whereas previously they were 
difficult to obtain in a legitimate manner. 


A recent check by U. S. officials of retail shops on the principal shop- 
ping streets of Frankfurt revealed the following prices on average German shoes 
(prices converted to dollars by using comparative rate of 30 U. S. cents to each new 
Deutsche mark): men's leather oxfords, $7.05, ladies' leather oxfords, $6.45; 
children's leather oxfords, $3.15; infants' leather booties, $1.353 and, ladies” 
cloth oxfords, leather soles, $3.75. 


U. S. officials state, however, that qualitatively all shoes are below U. Se 
standards. Under the present rationing system the men's and ladies' oxfords 
listed above require eight points; children's leather oxfords, six points; infants’ 
booties, four points 3 and the ladies" cloth shoes are unrationed. Leather shoe 
points were isued in July at the rate of two per person per month. 


It also takes the average German worker in the manufacturing industries 
many hours to earn enough to buy a pair of shoes. Latest available figures indicate 
that this type of worker received an average of about 25.5 cents per hour net. 


Reports from retail centers, received by the Department of Commerce, indi- 
cate an upward trend in the sale of shoes with non-leather soles. While this trend 
has not yet reached the "substantial" stage, Commerce experts interpret it as 
another sign of mounting consumer price resistance. In fact, higher prices for food 
and other staple commodities seem to indicate stil] greater pressure on prices for 
apparel, including shoes. 


As forecast on this page (August 1), the United Kingdom has announced the 
removal of shoe rationing restrictions. While not stated officially, the primary 
reason was Britain's failure to meet high export goals. 


Recent ECA authorizations for Marshall Plan countries include $1,740,000 
worth of cattle hides and kidskins for Italy. These commodities will be purchased 
in Brazil and Uruguay. The 100 tons of leather for Italy is still the only authori- 
zation for such products for purchase in the United States. ECA officials state 
that the bulk of approved purchases in the United States will be leather and not 
hides and skins. 
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SHOES FOR CH/LDRE 


Edwards — 314 NORTH 12h STREET, PHILADELPHIA 7, PA. 
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Interesting, 
aren't they? So 
are Dodo birds in the 
museum. But can you sell 
them today? 


_ With today’s New Look...longer 
lasts...new type patterns...and 
new colors, you stand about as 
much chance of selling last year’s 
fashions now as you would button 
hooks or these snappy 1918 numbers. 


Have you had a customer “walk” 
recently? Didn’t you have her size... 

or did she want something different? From 
what we hear, no matter how big your 
inventory... milady walks if you can’t show 
her something new. : 


If those walking women are looking for the latest 
in patterns, lasts and colors... at moderate 
prices .. . we believe the new Mode Art and 
Mode Art junior lines are the answer 
you're looking for. 


>», The most of the best for the 
least... is all we have 
to offer. 


. 
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MANAGEMENT AND PERSON- 
NEL have a stake in today’s busi- 
ness and we quote a prominent shoe 
man who says: 

“Some organizations have splen- 
did salesmen and are bending every 
effort toward building back their 
reputations in that regard, but the 
vast majority are not interested and 





selling has no appeal to them. This 
is not only a criticism of wholesale 
selling but also of retail selling— 
both of which have reached a low 
ebb. When a retailer complains 
about the shoe business and you ask 
him if he in turn has asked the 
people who come into his store to 
buy shoes, he will tell you that 
evidently that is what they came in 
for. He fails to realize that they 
might just have come in to look, 
might have had a passing interest, 
but that it takes salesmanship to 
ring up that sale on the cash reg- 


ister. 
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“Top flight executives, directors 
and owners of business should take 
inventory of themselves and see if 
they are as good as they were be- 
fore the war. They should ask them- 
selves if they are willing to give 
of themselves as they did in days 
when business was hard to get and 
ask if they are personally willing 


- to render the service that they used 


to give; and whether or not they 
are willing to have their entire or- 
ganization render that same kind of 
service. 

“Employees are not as interested 
in fine workmanship and in produc- 
tion as they were in years past but 
by the same token, management 
must admit that it too has iorgotten 
who the KINGFISH is in their busi- 
ness—namely the CUSTOMER. 

“These are indeed interesting 
times for business—times that will 
again challenge the imagination and 
ingenuity of management and per- 
sonnel.” 

* s+ # 
ARTHUR L. BENJAMIN, vice- 
president of Crik-Etts, Inc., New 
York, says: 

“One little fact that the public 
seems to forget is that no matter 





Reade 


how they figure it, when they buy 
a pair of shoes, they are getting two 
pieces of merchandise. The materia‘s 
in a shoe are the minor part of the 
expense; labor is the big item. The 
shoe retailer needs to remember, 
(and also to remind his customers) 
that he is actually offering a scien- 
tifically developed piece of mer- 








chandise. In suits and dresses and 
other apparel, style is the major 
factor, whereas shoes must have 
style plus scientific fitting.” 


a = * 


THELMA DUNLAP, children’s 
shoe buyer for the three May Com- 
pany departments in Los Angeles, 
Calif., says: 

“Active children need expert fit- 
ting. We are especially careful with 
children (since they are never par- 
ticularly interested in how the shoe 
itself feels—rather how it looks). 

“Because proper fitting is the 
backbone of our department, it is 
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necessary to have experienced sales- 
women—someone whom the chil- 
dren can trust and in whom the 
mother can place her confidence. 
Proper fitting begins with carefuliy 
measuring the foot. Second, the 
child’s posture is studied so that 
the saleswoman can determine the 
proper type of shoe. Then, each 
shoe is checked, on the foot, for 
length, ball and heel fit—and veri- 
fied by the X-ray machine.” 

Etta Aszman, assistant to Miss 
Dunlap, says: “The departments 
not only sell staples but also do an 
excellent volume in pattern shoes. 
However, active service shoes are 
suggested for most children.” 


= * * 


MURRAY ROLFE of Dalsimer’s, 
Chestnut Street, Philadelphia, says: 

“We must continue the type of 
business that we enjoy. We all do 
and have made mistakes. At times 
we buy too many high-styled shoes, 
when the certain basic ‘bread and 
butter’ styles would move from 
our stocks faster. That’s the cause 
of all our talk about high and low 
inventories and what we can do 
about them. 

“We have now reached a time 
when it is important not to lose a 
sale. Understandingly, our selling 
pace has slowed down since the 
rushed sales of war days. Inventor- 
ies cannot be kept too low; we try 
to have sizes and an attractive line 
of semi-high styled shoes. Among 
our mistakes are the anticipations 
as to what colors are going to sell 
and what styles. These things we 
cannot always be certain of. In 
view of this, we need more internal 
coordination of effort. Our sales- 
men must really sell more shoes. 

“Now, with more shoes en hand 
and fewer customers, salesmen 
must really know how to sell shoes. 
We all are in great need of sug- 
gestive selling, in which the sales- 
man knows his stock thoroughly, 
knows what his customer wants, 
and knows how to make a real ef- 
fort in satisfying the customer’s 
shoe need. In some instances, we 
may have less sales, but there is 


every chance now to do a better 
job and in this way win customers 
to your store. People who sell 
shoes can increase their selling 
profits by being reeducated on the 
knowledge of how to help a cus- 
tomer make a definite purchase of 
a pair of shoes.” 


= * = 
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PHILIP SHERIDAN, manager of 
the women’s shoe department at 
Gladding’s, Inc., Providence, R. L., 
says: 

“The present situation is one of 
the most unusual in the history of 
shoe retailing. It requires a great 
deal of careful analysis of the buy- 
ing habits of women and the trends 
which are now taking place. The 
approaching Fall season will be an 
important one. I believe business 
will be good, but retailers must do 
better planning and buying, based 
on changes in women’s shoe-buying 
habits. 

“IT believe black suede will be 
overwhelming and will account for 
about 65 per cent of sales, with 
browns about 15 per cent and other 
colors making up the remainder. 
I think there will be four definite 
and important factors in the Fall 


Se 





set-up. These include the pump 
theme, the closed theme, the shell 
silhouette and straps, and the best 
sellers will have one or several of 
these features. I also look for a 
large business in medium heels— 
such as the 17/8 and 18/8. I think 
an opera pump with a 17/8 heel 
is going to be a very good seller. 

“I think the 
bring out a great deal more com- 
petition among manufacturers. Re- 
tailers will expect more from supply 
sources in quality, styling and ag- 
gressive promotion. There is no 
question about the established posi- 
tion of trade-marked footwear for 
that is here to stay, but these promi- 
nent names must, at the same time, 
guard their foothold.” 


Fall season will 


*# # # 


Tom REILLY, New York repre- 
sentative for Prima, Inc., says: 
“In the past, when things were 
normal in the shoe business, the 
better and high grade manufac- 
turers would have a full fashion 
cycle in which to introduce and 
promote their new designs and 
high fashions. Today, there is no 
real incentive for new design cre- 
ation since there is no protection 
for fashion origination. As soon as 
a new style is introduced, it is im- 
mediately appropriated by the pop- 
ular price and volume manufac- 
turers, with the result that the 
fashion cycle is completely jeopar- 


dized. 





“Jones is getting a better trade since he put that in.” 
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ONE of this Summer's most interesting developments 
in the women’s branch of the shoe trade has been the 
strong swing to casual footwear, which apparently has 
attained a degree of consumer acceptance that has ex- 
ceeded the expectations of many merchants, notwith- 
standing the fact that this is the season of year when 
sales of casual footwear normally reach their peak. 


Naturally there has been a great deal of comment 
and speculation as to what causes are responsible for 
such a pronounced casual trend and what significance 
it may have in terms of future shoe business. It will be 
recalled that a year ago the men’s branch of the trade 
was almost as deeply stirred over the situation which 
had developed relative to similar types of men’s shoes, 
but at that time it was the failure of the masculine 
public to respond to casual promotion to the degree 
that had been anticipated which caused all of the excite- 
ment. This year many men’s shoe merchants ap- 
proached the question of casual shoe promotion some- 
what more conservatively, with the possibility that in 
some instances their conservatism may have been car- 
ried to the point of a possible sacrifice of potential 
sales. But meanwhile sales of casual types in women’s 
footwear have been mounting to new heights. 


This increased acceptance of casual types in women’s 
shoes is naturally a matter of much satisfaction to the 
enthusiastic proponents of this class of footwear and 
to those who see a future of great promise for shoes 
produced in the styles and constructions which are 
commonly associated with leisure and recreation foot- 
wear. The fact that the present casual vogue is not 
confined to footwear intended for recreation wear and 
that consumers seem to be buying these shoes for all 
sorts of every-day uses and occasions adds to the grati- 
fication of advocates of the so-called soft shoes. On the 
other hand, this latter development has caused con- 
siderable concern among makers of the more conven- 
tional types of women’s shoes, particularly in view of 
the fact that the casual vogue has coincided with a 
period in which some of the makers of welts and other 
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Casual or Conventional 





firmly established types of women’s shoes have been 
operating considerably under their productive capacity. 

It is also true that a good many men’s factories 
which likewise make welt shoes have also been operat- 
ing below capacity, and that would seem to suggest 
that the present lull in both cases is due mainly to 
retail inventory conditions rather than to any definite 
and presumably permanent change in consumer buying 
habits. Nevertheless the extent of this season’s swing 
to casuals is sufficient to make it worth while to ex- 
amine its possible causes and try to form some estimate 
of what its effects, in terms of future shoe business, 
are likely to be. 


There are two main factors that seem to have con- 
tributed in a very large measure to the present popu- 
larity of the casual shoe. One of these has undoubtedly 
been the postwar acceptance of casual fashions and 
casual apparel of many kinds, particularly for Sum- 
mer wear. Sports and the outdoor life, plus the desire 
for freedom and comfort, have provided reasons for 
casual fashions so compelling that they cannot be 
denied. 

The second big factor favoring casual footwear is 
economic. There is a cost differential in favor of many 
of these shoes that appeals to a great many customers. 
It is easy to say that the country is prosperous, wages 
and personal incomes are high, customers have money 
to spend. Many people do have more money to spend 
than they have ever had before. But this is a big 
country, and there are millions of people in it whose 
incomes have by no means kept pace with the increased 
cost of living. They are feeling the pinch, and for 
them the choice is between shoes that are moderately 
priced or postponement of their purchases. For many 
such people casual types this Summer have provided 
ot least a temporary answer to an economic problem. 
The ultimate effect of all this on the shoe business is 
a subject of vital importance that is deserving of very 


thoughtful consideration. Discussion of it is reserved 
for a subsequent issue. 





New YORK, teeming city of eight million, is truly an 
overgrown United Nations. Races, creeds and national- 
ities from all over the world are represented here. 
There’s Little Italy, Littke Germany, Chinatown, Har- 
lem, and others. It seems logical to conclude, therefore. 
that if a line of shoes is made up for this representative 
market, it will accordingly represent the needs of the 
entire United States. Naturally, different parts of the 
country would need more of certain colors, patterns, 
etc., but there would be sufficient variety to choose from 
in this master line. 

New Yorkers come from all walks of life and their 
incomes vary from the lowest to the highest in the 
country. While farming is not practiced in the city, ex- 
cept to a very limited degree, the farm influence is 
strong, since many thousands of so-called New Yorkers 
come from some little farm town. Besides, the transient 
trade consists of many people from farm areas. 

After 24 years of observing and studying the men 
who buy shoes in New York City, it is my contention 
that their shoe styles are greatly influenced by 1) In- 
come, 2) Education, 3) Nationality, 4) Environment 
Madison Avenue, busy thoroughfare lined with great and 5) Age. Without seeing the customer you can in- 


corporation office buildings and famous hotels, is 
America’s fashion center for fine masculine apparel. 


FROM THE SIDEWALKS 


variably classify a style preference if you have the in- 
. formation on these five influences. 

; it oh’ Most men’s styles, especially those that have lived 

)| (); ( \\ ili . through more than one season, originated in small, cus- 

, tom boot shops. These shops make their shoes by hand 

and develop a particular last. Over a period of years, 

they naturally grow adept in working on the same last. 


The result is that they develop patterns that look best 
and fit best because of this specialization. 
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The inspiraion for most of the better men’s shoes 
comes from the London custom shops and many English- 
men still have their favorite bootmaker, such as Peale. 
McAfee, Tuisic, Bunting and many others. Each is fs- 
mous for his last, his patterns and even his medallions. 
New York City has a few custom bootmakers like Oliver 
Moore, Wyle and Peterson, Whyte, to mention a few. 

It seems that New York shops more or less use the 
classic custom last, with slight variations on the width 
of the toe, the pulled-in narrow shank, the spaded ex- 
tensions and in some cases the 9/8 heels. 

Peale is famous for his medium toe, straight last. 
close even extension, and medallion. Brooks Brothers on 
Madison Avenue is the only shop in the United States 
In Times Squere, mest famous spot of the western that sells and takes orders for these shoes. This last has 


hemisphere, your — os Rewrmsnec cag 0 gona a very limited demand and not too many people ap- 
with the fellow from ucah, but sports fans, show eins aa ; 
people, politicians spend money, set the styles. rreciate It. 
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McAfee’s broad last with the slightly-squared welt 
extension tip and long wing tip has been copied the 
world over. The narrower last that he makes is grow- 
ing in demand. He makes up high-grade straight tips 
and quarter brogues. 

Tulsic uses a very long vamp with light, flexible 
construction. He’s in a class by himself. Squared-off 
tips, very narrow shanks, high arch and light weight 
uppers are other strong Tulsic characteristics. It is 
quite possible that this bootmaker developed our light- 
weight colored types of shoes and possibly the French 
toe. 

Bunting is famous for slightly-walled bluchers. broad 
shanks and stitched heels. These shoes. because of their 
wall feature, can be fitted shorter. There is little recede 
to hit the toes. The small blucher diamond perforation 
started here. 

Many more bootmaker shops have influenced men’s 
styles. In France and in Italy, we find the short stubby 
toes, with heavy bottoms. close extensions. high walls, 
close fitting bluchers and broad shank styles. 


By HARRY G. FELLMAN 
FELLMAN, LTD., NEW YORK CITY 


OF NEW YORK 


By studying these original sources, you will find that 
the New Yorker fits into one of the above patterns. | 
have come to the conclusion that Manhattan can be 
broken down into the following sections which, I be- 
lieve, are representative of Greater New York, and, to 
carry through my basic contention, of the country as 
a whole: 

Madison Avenue 
Fifth Avenue 
Broadway 
Seventh Avenue 
125th Street 


A oi a > Me 


1. Madison Avenue 
This area is probably occupied by one of the high- 
est income groups in the city. Great corporations have 
their offices on the Avenue or near it. Some of the 
largest hotels in the world are located here. This high 
income group, generally university men, are cosmo- 
politan in their present surroundings though their tastes 
are still along the basic, native American lines. Many 
of these men live in the suburbs and have occasion to 
travel. Here we find need for the complete classic shoe 
wardrobe. Most of these men have “arrived”, and the 
(TURN TO PAGE 92, PLEASE] 
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Filth venue 


With Radio City as its focal point, Fifth Avenue at- 
tracts great numbers of University-educated young 
fellows with good incomes who like leisure clothing 
and informal footwear, such as moccasins and Chukkas. 
This view shows the Avenue, looking downtown from 
the Plaza at Central Park. 


Cosmopolitan Character of World’s Great- 
est City Makes It an Ideal Shoe Laboratory 
for the Manufacturer Who Wants to Create 
Men’s Shoe Styles That Will Be Popular 
Throughout the Nation 





Bosses, salesmen and well paid operators of the ap- 
parel industry set the pace of best selling styles in the 
narrow canyon of Seventh Avenue’s garment center. 
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OLD-TIMERS 










STRAPS and more straps, no one can have missed this trend in 
the past few seasons. First came the ankle strap, stronger than it 
has ever been, followed by any number of strap treatments, includ- 
ing many multiple straps. Then the instep strap, so long a forgotten 
pattern, except in spectators. Fastenings have followed a sequence. 
too; first buckles, now buttens. Here we show a third possibility, 
a strap that ties around the ankle or across the instep. The one- 
eyelet Theo tie is staging a comeback, not in a very big way, to be 
sure, but important enough for some high style manufacturers to 
have taken it up and given it new interpretations. They have used it 








by ELEANOR M. RUTTY 






V-shaped throat line, 1948 
interpretation of the Theo 
tie. From Avon. 


Very young version of the 
Theo tie on flat heel. Prima. 








Very dressy, very graceful, 
this high heel, high-riding 
treatment of the one-eyelet 
tie. From La Valle 
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Get “Up-to-the- Minute” Look... 


One-Eyelet Theo Ties and Colonial Buckles, Hark- 
ing Back to the Late ’Teens and Early Twenties, 
Have Lady Look Typical of Today’s Style Leaders. 


on high, slim heels in very dressy, opened-up shoes, on 
medium heels, both straight and Louis, on flats and on 
low wedges. It belongs in the 1948 style picture just 
as bronze kid, Louis heels, pearl buttons and spats do. 

And you can sell it to many kinds of women; to the 
woman who wants a large shoe wardrobe with many 
types and patterns and to the woman who does not 
buy so many different shoes but who is looking for 
something a little different for her new Fall dressier 
daytime shoe. There is something very pretty and very 
feminine looking about the Theo tie and it looks very 
right for the clothes and for the current style trends. 


[TURN TO PAGE 75, PLEASE] 


Smartly conservative this 
stepin with high tongue and 
square buckle, either metal 
or leather-covered, echoing 
the square toe. Vitality. 


Good for rough treatment 
on college campuses 
country roads, this pump 
with its sturdy sole and 
mannish metal buckle. From 
H. C. Godman. 


Clever adaptation of the 
Colonial buckle to the cur- 
rent style trend, combining 
two leather surfaces. From 
Foot Delight. 





SIMPLE wanxs 


NEW TREND IN CHAIR DESIGN 


Architects and Manufacturers Cooperate in Producing Utilitarian Types 
for the Modern Store Without Sacrifice of Beauty and Customer Comfort 
— Fitting Stools Also Take on New Forms. 


LONG SINCE GONE are the days when the planners 
of new shoe stores or of those to be remodeled con- 
cerned themselves solely with the creation of an attrac- 
tive color scheme. Store architects today strive for effi- 
ciency in store operation and achieve that result without 
sacrifice of beauty or other environmental factors which 
make the store a pleasant place in which to buy. 

Nowhere is this more apparent than in the modern 
types of chairs, settees and divans now coming into use 
in shoe stores and departments in every part of the 
country. 

Working together, manufacturers and architects have 
evolved designs remarkable for a degree of simplicity 
which makes the store interior look larger; for adapt- 
ability to wide variations in arrangements; and for in- 
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Custom-made men’s seats in the University Shop, 1318 G 
Street, Washington, D. C., are uphoistered in colorful 
plastic. Designed by Architect Adolph Novak. 


creasing customer comfort. 

Wood-framed chairs are seen more frequently than 
in the past. Oak, either bleached or stained, is popular; 
so, too, is walnut or walnut grain; maple is also used. 
They are made with and without arms, sometimes with 
a single arm on the left or right—the latter so they may 
be combined into a loveseat effect by placing them side 
by side with chairs having single arms on the right or 
left. With few exceptions, the modern chair has 
bare wood arms, finished to match the rest of the frame. 
For this there is a good-housekeeping reason, since 
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Arm chair, settee and side chair show the trend. The 
first upholstered in leather; the other two in textured 


fabric. From J. G. Furniture Co., Iac., New York. 


upholstered arms complicate’ the problem of cleaning 
and may easily be burned by a careless smoker. 
Upholstery, with the wide variety of materials on the 
market, creates no difficulty which cannot be resolved by 
the manufacturer. Generally speaking, chairs for wo- 
men’s stores and departments are upholstered with 
smooth or slightly pebbled textured fabrics, or combi- 
nations of fabrics and plastics; men’s chairs run strongly 
to leather upholstery or to plastics resembling leather. 


[TURN TO PAGE 75, PLEASE] 








Moulded wood fitting 
stool with 
footrest. From Tho 
Bros., New York. 


Right: Side chair and settee 
of maple or in lacquer finish 
with backs and seats of plas- 
tic coated cord. Arm chair in 
birch with upholstered pad. 
From L. Anton Maix, Inc., 
New York. 


Left: An Eames chair of 
moulded weod distributed 
by Herman Miller Furniture 
Co., Zeeland, Michigan. 
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Moulded wood frame with bleached 
finish and smooth upholstery. From 
Thonet Bros., New York. 








- Mississippi Capital 


[ 
| 





ROY E. CHAMPION 
Owner of the Princess 
Slipper Shop of Jackson, Miss. 





Bird cage decorations hanging from the tops of display units are only one of the unique 
features of this new store in Mississippi's capital city. Arrangement of the tastefully- 
designed chairs in an almost circular pattern (below) gives a feeling of spaciousness. 
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ails New Princess Salon 
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One of the Most Lavish in the South Is the Verdict of the 
Public and of Trade Executives Who Have Visited Jackson Store. 


One of the most lavish women’s shoe salons in the South is the accurate des- 
cription that has repeatedly been applied to the Princess Slipper Shop, 
opened early this year in Mississippi's capital city of Jackson with a fanfare 
nearly equal that given to the return of a native son. In addition to the 
public that turned out in great numbers for the formal opening were the Mayor 
of Jackson, city officials and executives of the St. Louis shoe industry. Busi- 
ness since the opening event attests the satisfaction of the public and promises 
continued success for the store. 

While the promotion wise tactics of the Princess Slipper Shop’s owner, 
Roy E. Champion, and its manager, Allen Epps, were instrumental in making 
the event a success, a contributing factor was the great emphasis given to local 
talent that teamed up to design and build the modern store. 

Actually the Princess Slipper Shop is not a new retail outlet in Jackson, 
since it was founded in 1934 and has been remodeled and expanded several 


[TURN TO PAGE 84, PLEASE] 


The Princess Slipper Shop’s forty-foot hosiery and accessories counter, as well as the 
twelve-foot wrapping counter at the end, are illuminated by cold cathode lighting — 
also used in shadow boxes throughout the store interior. 
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Taking the 


GUESSWORK Out of AD LAYOUT 


WHEN a man builds a house, there must be some writ- 
ten plan to guide in the construction. Advertisements, 
like houses, must have a blueprint from which adver- 
tising people can work. The layout, however crude, is 
a pictorial representation which depicts the idea of the 
proposed advertisement. 

The importance of a well constructed layout cannot 
be overemphasized. This does not mean that high priced 
artists must be employed. As a matter of fact, anyone 
can create an effective layout if he knows the basic 
formula. Thousands of shoe dealers insist upon per- 
sonally executing this vital task. Having learned the 
“tricks of the trade”, they feel that layout making is 
important enough to warrant their personal considera- 
tion. They feel too that this should not be entrusted 
to others when it takes so little time and is so easy to 
accomplish. 


Why A Layout Is Important 

First, let us discuss why a layout plays such an im- 
portant role in advertising. As part of the advertise- 
ment, an effective layout can mean the difference be- 
tween getting your message read and having it ignored 
in favor of your competitors’ ads. Competition is so 
keen in modern newspapers that the element of atten- 
tion-getting is of utmost importance. Your layout, if 
it is a good one, will attract attention. In addition, it 
will maintain the reader’s attention long enough to get 


[TURN TO PAGE 72, PLEASE] 


Unusual shapes of ads are effective “at- 
tention getters.” They will attract the 
reader’s eye to the message. 










White space in an ad- 
vertisement can do an 
excellent “selling” job. 
It makes easier read- 
ing of the sales mes- 
sage for all potential 
customers. 


Light Stepper... 


A completely suit-able shoe by STETSON .. . 
dressed wp with hatred cut-outs to lend 
® jaunty air co softly tailored dresses 
Moderate of heel, long on looks, it 
comes an black patent, or savy, tan 
ex black calf. 


e155 
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tetson shoe shops 


FIETS AVEREE AT 3608 STREET once Teetsaars 
nu? PB. 











Second in a Series of Ad-Viser Articles, Offer- 
ing the Shoe Retailer the Means of Producing 
Effective, Sales-Compelling Advertisements. 











by IRVING SETTEL 





No fimer style at any price. This ex- 
Clusive model in Tan Suede with Brown 
calf trim is 2s comfortable 2s it is smart looking. 
Adjustable buckle serap . . Burted Mocca- $45 
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Paul Kirsh Gold Cross Shoe Store in 
Glendale, Calif., a suburban operation 
that paid off. Half brick and broad ex- 
panse of glass are main materials, with 
all-glass doors permitting view of entire 
store from sidewalk. Kirsh made exhaus- 
tive survey of some 30 Southern Cali- 
fornia towns before he chose Glendale. 


SUBURBAN 
STORES 








(ifer Independents Bié Potential—IF 


How Paul Kirsh Put His Big City Experience as Buyer and Merchandiser to Work 
in Building a Successful Suburban Business. 





Ff OR almost thirty years Paul Kirsh operated well known 
and highly successful shoe departments in Los Angeles, 
a metropolis of about 1,850,000 persons. About a year and 
a half ago, after exhaustive surveys, he decided to go into 
business for himself as operator of the Gold Cross Shoe 
Store in suburban Glendale, a residential-industrial com- 
munity with a population just under 100,000. 

“The jump from a big city to a suburban community is 
not as difficult as you might think,” Mr. Kirsh told Boot 
AND SHoE Recorper. “There is a crying need for big city 
merchandising in suburban towns.” 
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Main salon of Paul Kirsh Shoe Store, Glendale, Calif., is of 
functional modern lines, scientifically engineered to provide 
beauty and efficiency. Color scheme is in black orchid, with 
shadow boxes in turquoise. Smart modern furniture is up- 
holstered in gray, contrasted by lacquered black wood. Note 
neatness of shelves and clever arrangement. 


With decentralization of business and population at key 
pitch in Southern California and virtually every other sec- 
tion of the country, the independent suburban merchant is 
in an excellent position to keep shoe dollars at home. But, 

[TURN TO PACE 74, PLEASE] 
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| buy 
tollywood 
styles... at 


Budget Hices 





) 


SHOE $ 


$595 ,, 5895 


* i found JOLENE’S high-styling equal to that of many more 
expensive shoes. JOLENE Shoes are as cute and well-made 
as any shoes I’ve ever seen and at such a low price, too! I’m a 


JOLENE customer from now on...I can buy two pairs at a time.” 


Budget-minded women (your mass market) are looking 
for JOLENE Hollywood-Inspired Shoes. These popular ee 


priced shoes have quality workmanship and materials 





that reflect the latest Hollywood styles. 


Twelve years of consistent advertising makes them easy to sell. 
. J in LIFE © SEVENTEEN © CHARM 
GLAMOUR © VOGUE © PHOTOPLAY 


For complete information on how you can sell the lucrative mass market, write or wire today! 


TOBER-SAIFER SHOE MANUFACTURING COMPANY « SAINT LOUIS 


* 
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retailing at 


THE H. C. GODMAN CO., Columbus 16, Ohi 





EARLY FALL SHOE BUYING 
STARTS IN NEW YORK 
NEW YORK women’s shoe stores 
are suffering from Summer dol- 
drums at present with a “little of 
everything” selling. Men’s stores are 
having good business on_ sports 
shoes at clearance prices. Women 
are also interested in sales and re- 
ductions. Best selling shoes at the 
moment in many stores continue to 
be casual and play shoes. White, 
some black and colors are all want- 
ed. Red is still holding up well. Gold 
is reported dropping off in most 

stores. 

There is some early buying of 
Fall styles. One very large depart- 
ment, carrying quality merchandise, 
reports “terrific” demand for Fall 
shoes, especially closed black suede 
pumps. The same store in its me- 
dium price department has had big 
business in Summer, punched- 
through suedes. Merchants with 
early Fall styles in report demand 
for both open and closed patterns. 

A growing call for medium heels, 
16/8 to 18/8, is reported by both 
middle of the road and high style 
departments. One young style de- 
partment expects to have increased 
business in 18/8 Louis heels. The 
same buyer is buying colors in this 
order of importance, black, brown, 
a little green and wine. Navy is 
considered to be a year-round color. 
Some bronze is receiving favorable 
attention in stores which have be- 
gun promoting it. 


* * * 


SAN FRANCISCO MERCHANTS 
EXPECT GOOD FALL BUSINESS 
MOST of the shoe merchants in 
this area directed their efforts dur- 
ing July to clearance sales and mak- 
ing preparations for Fall promotion 
plans. The leading stores all held 
sales on their better quality shoes, 
making reductions of as much as 
fifty per cent. Others did not confine 
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their sales to the higher price brack 
ets but made substantial reductions 
in all price lines. 

Business started off well at the 
beginning of Summer, then took a 
little slump. However, the July sales 
were very satisfactory according to 
most reports. 

There has been a good demand 
for whites and gold models, as well 
as all types of casual and sport 
shoes. In the dressier numbers, the 
new Louis heel has been popular. 
Not many customers have been mak- 
ing multiple purchases, but because 
of the higher prices the total dollar 
sales volume compares very favor- 
ably with a year ago. 

The clearance sales have helped 
to make room for Fall stocks and 
Fall numbers started making their 
appearance in show windows during 
the last week of July. The Emporium 
featured Autumn styles in black 
suede pumps and one and two strap 
sling pumps at $10.95. Frank Wer- 
ner promoted black and brown 
suedes in the new Autumn styles in 
the three price brackets of $11.95, 
$20.95 and $25.95. 





B. ALTMAN & Co. 


TRIMFOOT SHOES 


WITS THE “THELL-TALE-TeOe™ CHART 








Early showing of school shoes for chil- 
dren by Altman's in New York empha- 
sized the importance of correct fit. 


While there is a general feeling 
that Fall business will be good, many 
merchants are being rather cau- 
tious in their buying with the idea 
of keeping their inventories a little 
lower and making more frequent 
turnovers so as to be in a favorable 
position to meet any price changes 
which may occur. 


* # * 


CONSUMERS BUY 
CAUTIOUSLY IN ST. LOUIS 
s6§T. LOUISANS are more price 
conscious today than at any time 
since before the war,” retailers here 
agreed, after a July sales period 
characterized by the overwhelming 
desire of the consumer to get a bar- 
gain. Fairly typical of customer re- 
action to reduced prices when sav- 
ings were large was the overflow 
crowd that responded to Famous- 
Barr’s $1 basement sale made up 
of nationally known lines of specta- 
tor pumps ranging normally from 

$4 to $9. 

Savings during July offered in 
other departments and stores also 
reflected the demands of the con- 
sumer for more value at less price. 
Adrienne’s final clearance, for in- 
stance, featured several nationally 
advertised brands ranging up to 
$18.95 for $5. Swope’s advertised 
their whites, ranging from $14.95 
to $16.95, at $7.98; while Burt’s, 
popular price store, listed casual and 
style Summer footwear ranging up 
to $5.99, at $1.99. 

The sale of men’s footwear like- 
wise reflected a desire for lower 
prices, with the most popular sale 
price believed to be in the $8 to 
$10 bracket. And response to forced 
selling, dealers stated, appeared to 
be much more active than for many 
years, 

Meanwhile, early promotions of 
women’s Fall shoes got under way 
with a response which was described 
as only fair to poor. Black sued- 
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and bronze were more in evidence 
in these early promotions than any 
other type of leathers, though Sum- 
mer footwear at reduced prices con- 
tinued through late July to take 
more window space than the Fall 
shoes. 

Buyers in St. Louis continue to 
exercise caution. Inventories of high 
grade shoes here are high and as 
long as this condition exists, buy- 
ers point out, buying will continue 





to follow its present cautious pat- 
tern. 


INCREASED CALLS FOR 
WHITE IN PHILADELPHI” 


JHE CALL for white shoes this 
Summer, with increased sales of 
all-white shoes, was something the 
buyers here did not at first an- 
ticipate. The many new and at- 
tractive styles in white shoes this 
vear had much to do with the un- 
expected demand. During the past 
few years Summer whites meant 
mostly spectators such as brown 
and white and other color combi- 
outside of solid 
white, the popular combination is 
white with gold. Medium height 
heels are selling more readily than 
the higher heels and one of the 
most popular styles is the medium 
heeled wedgie with the ankle strap. 
Wedgies in general are topping the 
selling lists in many stores. 
Business here is considered rea- 
sonably satisfactory. The two na- 
tional political conventions brought 
thousands of people here from all 
over the country and in some cases 


nations. Now, 


retail business was reported up 15 
per cent during this time. Many 
shoe stores ran special newspaper 
ads to welcome the visitors to their 
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Right out of 
Vogue... 


“THE 
TEMPERATE | 
HEEL” / / 





Fee o Fe 


“The Temperate Heel’’ was the way in 
which Nordstrom's, in Seattle, appealed 
to the many women who prefer heels 
of medium height. 





stores and an increase in activity 
was noted. 

Keeping pace with the trend for 
satin dresses which are featured in 
all the Chestnut Street shop win- 
dows, Blum’s has a window show- 
ing nothing but a variety of black 
satin shoes which are advertised to 
be worn now and into the Winter. 
Although the styles vary with ankle 
straps, pumps, etc., all have closed 
toes and heels. 


= = = 


MINNESOTA SALES 
STIR NEW INTEREST 


Minneapolis. 


INTEREST in shoes has 
whipped up by clearance 
which began in June and 
continued to increase throughout 
July. Practically every shoe house 
and department in the city has 
featured clearing away of Summer 
stock to make room for Fall and 
Winter showings. Values offered 
have been good and include fam- 
ous names, with dark shoes that 
can be worn for Fall among the 
strictly Summer numbers placed 
in clearance in broken lots. 
Heavy newspaper advertising 
and window displays of clearance 


been 
sales 
have 


stock brought good response from 
the public. Example of the scope 
of the clearance was Napier’s 49th 
semi-annual sale in which their 
finest shoes were offered at defi- 
nitely reduced prices. 

Stendal, Nicollet at Fifth, fea- 
tured a July clearance of Summer 
shoes at a single price of 10.95. 
These included hand-made shoes. 
formerly at 21.50 and broken lots 
formerly priced up to 15.95. A 
wide range of styles were offered. 

Walk-Over, Nicollet Ave., an- 
nounced the largest shoe sale in its 
history, with store-wide clearance 
in both men’s and women’s shoes. 

While Fall shoes have been in 
the background, due to the heavy 
stress on clearances, merchants re- 
port interest in black high. Low 
heel campus shoes are in demand 
as students begin building their 
back-to-school wardrobes. 


St. Paul. 
CLEARANCE sales were the big 





this 


news in shoes in city. Fall 
showings are beginning to appear. 
Macy’s had a front display in 
which black calf and black kid 
were shown in large numbers. This 
store features high heels and high 
stvle shoes. 

The Louis heel is expected to 
create a good amount of interest 
in Fall purchases, according to a 
number of shoe merchants. High 
heeled platforms will continue to 
be in favor. Straps are in demand. 
There will be many strap styles 
featured among Fall styles. 

In color, green is expected to be 
a favorite. Town brown, it is 
thought, will run a close second to 


Boot and Shoe Recorder 














NATIONALLY ADVERTISED in 
“Saturday Evening Post’, “Look”, 
“Esquire”, “Sport” and “Collier's”. 


FRIEDMAN-SHELBY DIVISION ¢ INTERNATIONAL SHOE COMPANY @ SAINT LOUIS 
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black. Grey is already bringing 
some demand. 

Alligator and lizards are ex- 
pected to continue in good favor. 
The general picture is that simple 
lines, accenting iemininity and dain- 
tiness will continue to sell well to 
conform with garment _ styles. 
Closed toes and heels will have 
greater showing than previously 
but open toe and heel styles will 
continue to be purchased. 

Children’s shoes will be heavily 
played up in the coming months, 





with many stores already begin- 
ning advertising programs for this 
merchandise. Quality sells well in 
these lines. Merchants are looking 
forward to good sales in children’s 
shoes the latter part of August. 


* * * 


BACK-TO-COLLEGE PROMO- 
TIONS ON IN CHICAGO 


EARLY dark Fall shoes and back- 
to-college promotions began to be 
of major importance in the Chicago 
retail shoe merchandising picture 
from mid-July on. Black suits and 
dresses occupied practically every 
fashion window on State Street and 
were shown with accompanying 
black shoes. Many shoe departments 
and stores are advertising and fea- 
turing black suedes in flat and san- 
dal types and report they are sell- 
ing unusually well for so early in 
the season. Casuals, particularly 
loafer types, pumps, stadium boots, 
and boudoir type footwear are in- 
cluded in suggested college ward- 
robes. 

Recognition of the importance of 
the pump silhouette in the Fall pic- 
ture is seen in the fact that Marshall 
Field & Company devoted a three 
quarter page advertisement to the 
opera pump. Advertising legend 
stated “this year it’s the opera 
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pump—classic, yet infinitely change- 
able in fabric, in color—wearable, 
versatile always exciting.” Copy 
under a fashion photograph stated 
“once in a fashion era comes a shoe 
that sums up the mood, the feeling 
of the times.” Ten fabrics and ten 
colors were offered. They included 
black, blue, grey, and brown suede, 
black, brown, and green calf, black 
and brown rayon satin, and black 
matte kid. 

A number of stores have keyed 
their advertisements to the Rail- 
road Fair in progress on Chicago’s 
lake front. Joseph Salon Shoes of- 
fered moccasins as ideal walking 
shoes to “solve your Transportation 
Problem”. Metz Shoes also featured 
good walking shoes. 

Clearance sales have continued 
in all stores and departments, with 
most of them doing extremely well. 
In most cases sales cut deeply into 
the type of shoes they wanted to 
clear off their shelves. More dark 
shoes sold than were expected, since 
this seems to have been a Summer 
when customers bought shoes they 
could wear any season. Whites, how- 
ever, were not in heavy demand 
and more will be have to be carried 
over than last year. 

Casuals are still selling at a better 
rate than anything else, and cus- 
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Marshall Field & Co., Chicago, drama- 
tized the opera pump as THE shoe for 
early Fall in this ad recently. 


tomers are indicating that they want 
them again for Fall in dark colors. 
Black suedes are in heavy demand, 
particularly in ankle types and in 
flats. The opera pump is the prefer- 
red dress shoe and all indications are 
that it will continue as such. Reds 
have dropped off in sales, except in 
casuals, but green is gaining in 
favor and will probably be one of 
the top Fall colors. Closed toes are 
beginning to be an important factor, 
with those in stock selling readily. 
In several stores, early small lots 
in Fall shoes have already sold out. 


* * * 


FALL OUTLOOK IS FAIR, 
NEBRASKA STORES REPORT 


ULY unit sales volume in Lincoln 
was reported about the same as a 
year ago, due in large part to heavy 
clearance selling in women’s lines, 
but one large, high-style department 
listed both dollar and unit volume 
ahead of last year. A store featur- 
ing popular-priced shoes, reported 





sales even with a year ago; and a 
third buyer reported sales about 10 
per cent off in unit volume and 18 
per cent off in dollars. One buyer 
said men’s shoes were ahead of last 
year, due to better availability of 
wanted brands, and another buyer 
stated volume was nearly 10 per 
cent off. 

Casuals were listed as a “life- 
saver” during the Summer months 
this year. Volume was in low-heel 
wedges and sandal types at two 
stores and saddle shoes at another, 
during July. 

July clearance sales were effec- 
tive but prices were reduced more 
sharply than since pre-war days. 
Reductions of 50 per cent and more 
were common and buyers declared 
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GROWING CHILDREN MUST WEAR SHOES 
THAT KEEP GROWING FEET NORMAL ... 






















That is why wise parents 
insist on correctly designed 


Little Yankee Shoes. 


Give your child a good start on the road to 
foot health with Little Yankees . . . shoes 
proportioned to provide ample “grow-room,” 
firm support and snug comfort. Designed 

to keep little feet normal . . . styled to keep 
little feet charming, Little Yankees 

are also built to take plenty of wear 

and tear. Make sure your child’s next pair 
of shoes are Little Yankees! Wide range 

of styles and sizes from infants to teen age. 
Write for name of nearest dealer. 











“GREAT SHOES FOR LITTLE AMERICANS” 


THE YANKEE SHOEMAKERS « DIVISION OF SAM SMITH SHOE CORPORATION, NEWMARKET, N. H. 












St. Louis 


A survey of the St. Louis market indicates manufac- 
turers likely will be forced to raise prices slightly on 
some patterns in their Fall lines prior to September 
1, even though the industry is vigorously opposed to 
such a move. The Brown Shoe Company’s action in 
mid-July in increasing nominally the wholesale prices 
of some of its men’s and boys’ shoes was taken by 
some manufacturers as clear evidence of what was in 
the offing. 

Probably the number one inflationary factor is the 
price of help which during the latter part of July was 
continuing to negotiate for a higher wage on a level 
equal to that of International and Brown. Added to 
the anticipated higher labor costs is the price of ma- 
terials which at this writing appears to be hardening 
and moving upward, steadily, if not by leaps and 
bounds. 

The opposition of manufacturers to higher prices is the 
result of their contacts with retailers who have warned 
them of increased consumer resistance. These retailers. 
they have learned, have been forced to downgrade their 
lines in some instances by cutting down on purchases 
of branded lines they have carried for many years and 
going in more heavily for lower priced shoes. There- 
fore, manufacturers hope they can maintain present 
retail prices, even though the wholesale price is upped. 
One tactic of manufacturers to meet greater price re- 
sistance is taking form in new lower priced lines. 

Meanwhile production continues high in the St. Louis 
market with in-stock service departments continuing 
to build up, and the terms on which dealers can buy 
merchandise becoming easier. This latter has taken 
the form of advance dating, 60-day discounts and dis- 
counts for quantity purchases. 


New York 


WITH the conclusion of labor agreements extending to 
November 15, 1949, immediately increased production 
is expected in the New York market. 

Black suede shoes constitute the greater part of the 
production of women’s shoes at the present time. In ad- 
dition to black, some brown suede and a little green, 
grey and cinnamon are reported to be going through 
the factories. Navy suede is also being made but for 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Maragfacticring at Markels 






quick delivery, according to some manufacturers. Some 
all-over bronze shoes and some with bronze trimming 
are in production. 

Manufacturers of evening slippers have begun cutting. 
Gold kidskin continues to be very much in demand for 
formal evening wear. Various fabrics are also considered 
for dinner wear. Brocade, especially black and velvet 
are revivals. Satin carries over from a year ago. Bronze 
kid is also being made for formal wear and some multi- 
color brocades are being used. All factories are working 
on September and October deliveries. 

One of the leading makers of children’s shoes in the 
New York area reports considerable interest in child- 
ren’s and misses’ style shoes, ankle straps in particular. 
The demand is for lighter shoes in suede and some 
bronze kid. This same manufacturer is featuring a shoe 
with a tongue and Colonial buckle in calf or suede as 
a dressy shoe. 

Another manufacturer of quality shoes for children 
and girls reports a demand for heavier, high-grade re- 
versed leathers, especially in dark brown. He reports a 
monk strap in suede combined with alligator grain to 
be a very important shoe for children, misses and grow- 
ing girls. A ghillie tie in the same reversed leather in 
brown is being made for the same age groups. He fore- 
sees the possibility of a shortage of staple types this 
Fall because of the constant demand for them this 


Chicago 


WITH employees of eight of the smaller Chicago fac- 
tories walking out on strike in mid-July. the local 
picture continues confused and unsettled. Members of 
the United Shoe Workers Union, Joint Council No. 25, 
CIO, totaling some 1,000 workers are asking a 15 cent 
an hour wage increase and an increase to $1.00 of the 
present beginning wage of 70 cents, 75 cents, and 80 
cents, because of increased living costs. Employes of 
the larger Chicago shoe factories are not striking. but 
it is reported that they are contributing to a strike fund 
for striking members of the union. It is indicated that 
the strike may be a prolonged one. 

The possibility of increased labor costs, plus a slight 
rise in local leather prices as well as other mounting 
material costs, means there is no prospect of any price 
reductions on shoes locally. This will remain true, 
[TURN TO PACE 82, FLEASE] 
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Ste tn BABIES 


by Rogers 
Perfect Back-to-School Shoes! 


SCALLOPED SANDAL 


R6074 Black Suede / / 
elite. lene, ta e Suedes! Patent leathers! $ 
R6075 Patent Leathe i / 
rk Pa — e All with leather soles! 
: e Styled right! Fit right! 


e Priced for volume! 


SCALLOPED PUMP 


R6068 Black Suede 
R6070 Brown Suede 
\ R6069 Patent Leather 
2 R607! Patent Leather 
(Outside 12/8 Heel) / 


\ 


a NEW LOOK BACK 
\ R6067 Patent Leather 


3 Ne Black Suede 


CROSS-STRAP 
R6065 Black Suede 


DOUBLE ANKLET 


R6072 Black Suede 
R6073 Patent Leather 


ALL STYLES LISTED FOR IMMEDIATE SHIPMENT 
M widths only — sizes 3/7 4/8 4/9 5/9 
Shipped in 36 and 18 pair lots. Terms net 30 days, 
F.0.B. Boston. Samples gladly shipped on request. 


August 15, 1948 








Takiné the Guesswork out of Ad Layouts 


your message across. Layout should 
guide the potential customer’s eye from 
the starting point, usually the headline 
or illustration, through the structural 
sequence of the written message. It 
will keep the reader’s eye within the 


[CONTINUED FROM PAGE 60] 


ads, your help will be appreciated. The 
newspaper advertising department is 
usually too busy to give you individual 
consideration so necessary to effective 
layout and selling. In addition, chances 
are that they are making up your com- 





Advertising Clinic 


The author solicits readers’ adver- 
tising problems which will be 
treated in the “ADVERTISING 
CLINIC” running concurrently 
with the “AD-VISER”. Send in 
your problems and your ads to the 
author in care of BOOT & SHOE 
RECORDER. This service is 
FREE of charge. 


Dear Mr. Settel: 

We note that you state you solicit 
readers’ ads and are mailing you just 
a few of our latest ads for your criticism 
or praise. We have two 5 col. by 18 
inch ads per week. Many of these ads 
do not seem to change much in style; 
they lack som2thing. Whether it is the 
type, headings, layout, copy, white 
space, not properly showing a feature, 
improper mats, etc., we do not know. 
We do get a response from the ads; 
however, it is not great enough for the 
size and amount of advertising we do. 

Our population is approximately 
75,000 in the city of Portland and the 
paper that carries these ads has a paid 
circulation of 65,000. This covers the 
entire state, morning and evening. 

We will await a reply, whether per- 
sonal or through the Boot AND SHOE RE- 
CORDER and would appreciate your per- 
sonal criticism as to changes we could 
make. 

Yours very truly, 
E.R.P. 
Portland, Maine 
Dear E.R.P.: 

In regard to your request, I have 
made a careful study of your advertise- 
ments and have made the following no- 
tatiors which I should like to pass on 
to you. 

1. On the whole, your advertisements 
are better than average. They possess 
many of the elements necessary to suc- 
cessful promotion. There are, however, 
some factors which you can employ to 
achieve greater response. 


2. On all three of the full pages sub- 
mitted, your ads were placed on the 
“inside” nearest the fold. This, of 
course, is not a choice position. You 
should request an “outside” position 
which has much greater reader value. 
In addition, you might try to get, 
wherever possible, the same position 
each time you advertise. This will have 
the important effect of repetition. 

3. Try to utilize a little more white 
space in your ads. Use less body copy, 
less subheadlines, maybe smaller illus- 
trations. Make the type easier to read 
by using no type matter under 10 point 
in size. 

4. Headlines are extremely important. 
The success of an entire advertisement 
may stand or fal! on what is said in 
the headline. Here, it is necessary to 
arouse both curiosity and self interest 
of the reader. It is perfectly all right 
to use your name in the headline, but 
always tie it in with the potential cus- 
tomer desires. 

5. A very effective campaign would 
consist of a series of small ads (about 
2 cols by 5 inches). You might try to 
use four or five every Friday in addi- 
tion to your regular ad. If your budget 
will not allow additional space, cut 
down the size of your large ad. In each 
miniature, promote single “specials”. 
Scatter these throughout the newspaper 
to insure good readership. 

You have not mentioned whether or 
not you are using radio and direct mail. 
It is wise to avoid “putting all your 
eggs in one basket.” Divide your budget 
between the three with the emphasis 
upon the medium bringing the greatest 
results. Both radio and direct mail can 
supplement your newspaper advertis- 
ing. The result will be a well coor- 
dinated advertising campaign which will 
undoubtedly increase your business. 


Sincerely, 
Irving Settel. 





framework of your ad. It will move the 
eye from one logical resting place to 
another . . . from the headline to the 
message to the price to your store 
name. 

It is urged that every shoe dealer at 
least assist in the making of his own 
layouts. If you have an advertising 
agency handling your account, do not 
hesitate to submit rough suggestions. 
If your local newspaper makes up your 
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petitor’s ads too. This means that each 
advertisement will probably look alike 
to the average reader. Drawing your 
own layout will add distinctiveness to 
your promotion. Your interest will re- 
sult in better layouts and consequently, 
more profitable trade. No one knows 
your business or customers as well as 
you do. No one knows better how to 
combat competition than the dealer who 
must contend with competitive situa- 


tions every day. 

Expensive equipment is not necessary 
for layout work. A five and dime store 
smooth paper pad is sufficient. The size 
will depend upon the largest ad you 
intend to run. In addition, purchase 
a few very soft pencils, a ruler, a tri- 
angle and a soap eraser. Your complete 
costs should not exceed $2.50. 


Constructing the Effective Layout 

There are three basic elements which 
are included in most ads. They are as 
follows: 

1. The illustration . . . Not always 
used but highly recommended for shoe 
ads. 


2. The copy ... Includes the head- 
line, subheadline, paragraphs of copy, 
prices, sizes, etc. 

3. The logotype . . . The name of 
your store or organization, always 
necessary in every ad. 

Before making the layout, you should 
decide approximately what the head- 
line will be. You should have an idea 
which items you intend to display as 
illustrations. You should know how 
much space the copy will consume. It 
is your job to determine the best place- 
ment of these elements. Never forget 
that you are primarily interested in at- 
tracting attention, maintaining atten- 
tion and directing the readers’ eye into 
the proper channels. First make a series 
of miniature tryouts or thumbnail 
sketches. Draw a few small boxes which 
have been scaled down from the pro- 
posed newspaper size. Roughly sketch 
in your headline. A scribbled mass for 
the illustration is sufficient. Draw hori- 
zontal lines for copy. After your first 
thumbnail sketch is completed, try an- 
other. Draw the elements in different 
places. Slant your headline, place a 
border around your copy, make the en- 
tire advertisement in reverse (white 
on black). After making a few of these, 
choose the sketch which you believe best 
fulfills the essentials of good promo- 
tion. Then roughly draw this in correct 
size. As rough as it is, if you are care- 
ful in its execution, it is probably a 
good enough layout from which a news- 
paper can work. 


Attracting and Maintaining Attention 

We know that our layout must attract 
attention. This means that it must be 
different from other ads. There are 
many tricks which can be employed to 
achieve difference and some of the 
better ones are the following: 


Balance . . . Place your layout ele- 
ments in unusual positions, still main- 
taining the structure necessary to good 
balance. Sometimes, extremes are use- 
ful but often a little slant of your head- 
line, illustration and copy will do the 
trick. Proper placement can make for 
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-+-more than DOUBLING the 
number of families reached by 
continuous national advertising 

IN COLOR! 


ACME BOOT MANUFACTURING CO. © CLARKSVILLE, TENN. 








Suburban Stores Offer Bié Potential —Ii 


according to Kirsh, too many suburban 
retailers are content to sit back and 
keep playing the role of the small town 
merchant. 

“Oftentimes the big city retailer or 
the big chain licks the suburban mer- 
chant simply because they are big. You 
just cannot sit back and hope that peo- 
ple in your trading area will do busi- 
ness with you because they no longer 
want to brave the congested downtown 
shopping area,” he relates. 

When it comes to big city operations, 
Paul Kirsh knows whereof he speaks. 
He has been top shoe merchandising 
man and buyer for three of Los An- 
geles’ biggest shoe departments. He was 
with Gude’s from 1921 to 1934, J. W. 
Robinson Co. from 1934 to 1939, and 
the May Co. from 1940 to 1946. In each 
case he was responsible for increasing 
the volume considerably, adding new 
departments and famous lines. But 
most of all—new ideas and advanced 
thinking in styles, with an emphasis 
upon coordinated fashions. 

Known in the trade from coast to 
coast as one of the nation’s brainiest 
merchandisers and style men, he earned 
a reputation for building men and or- 
ganizations. A year ago he decided that 
it was time for him to go into business 
for himself. “Years ago I knew that I 
could best put into operation my ideas 
on how to merchandise shoes only by 
managing my own store,” he says. “I 
wanted complete freedom in which to 
try out my merchandising approach 
along practical lines.” 


Musts to Keep in Mind 

What are some of the most important 
things for the suburban merchant to 
keep in mind if he wants to capture and 
keep those home town dollars in his 
own community? Paul Kirsh sums it 
up from his own experience: “Plan 
your work and work your plan. Don’t 
be confused. Make plans for a sharp, 
concentrated attack and follow through. 

“Buy your merchandise intelligently, 
and that means clean house of the cats 
and the dogs and buy and promote 
branded lines. They’ll make your work 
immeasurably easier. Take advantage 
of the wonderful job your resources are 
doing with their national advertising 
and back it up with all of the good 
local advertising that you can possibly 
afford.” 

Also drawing upon his lessons as a 
newcomer in the operation of a small 
suburban unit, Kirsh points out that, 
“just like the big department stores 
and chains, the suburban store owner 
must not be afraid to delegate plenty 
of responsibility to his managers and 
sales force.” Ee must also keep more 
complete records of what people have 
bought and what they would have liked 
to buy but could not because the store 
did not have it. 
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“Study the sizes and styles they wear 
and the amount of money the people of 
your community can spend on shoes,” 
he advises. “Only through the knowl- 
edge of what the people in your particu- 
lar trading area want can you buy with 
a reasonable amount of accuracy.” 

Another problem that is sure to chal- 
lenge the suburban merchant, he says, 
is keeping his stock in line with sales 
and keeping it fresh. “He will find that 
he must carry sufficient inventories to 
keep pace with demand. He can’t skate 
on thin inventories the way he did dur- 
ing the war.” 

The best merchandise in the country 
and the most efficiently run establish- 
ment may find themselves gathering 
dust in the suburbs if the owner and his 
sales force do not know how to make 
friends. And not just one-sale friends. 
As Kirsh points out, comeback patron- 
age is certainly of utmost importance 
to the merchant who must compete with 
big cities within easy shopping distance. 

“But you can make that distance seem 
enormous when you offer the kind of 
genuinely interested, personalized ser- 
vice that too many big city merchants 
cannot offer.” This individualized ap- 
proach, he has discovered, is one of his 
store’s biggest drawing cards. 

Why did Kirsh choose this suburban 
town in which to build his first busi- 
ness? As one of a myriad of good rea- 
sons he pointed to the rapid growth of 
industry and population in the city and 
the adjacent region. Glendale, a dy- 
namic city of 99,818 (as of October 
1947), has grown from about 62,000 
residents in 1930—a population gain of 
almost 40 per cent. And the figure is 
still climbing. 

“I was fortunate, to put it mildly,” 
said Mr. Kirsh, “to secure one of the 
most widely advertised and most famous 
branded lines of women’s footwear, 
Gold Cross, plus name lines of bedroom 
slippers and play shoes.” 

The advantages of these name lines 
coupled with many others made him 
feel “that half the battle was over” 
when he opened his brand new store in 
August, 1947. The rest of that “first 
half of the battle” included a well-en- 
gineered store of functional modern 
lines, attractive but not highbrow, an 
efficient place to work and to shop in, 
and in a Class A location on Brand 
Boulevard, the main thoroughfare. 

Other parts of this “first half” were 
a sales force and a manager, handpicked 
from many, many applicants and with 
great care. “I love working with people 
who have brains,” he says, “ and I 
chose people to work with me who have 
brains, are responsive to new ideas, 
and responsible enough to work with- 
out constant direction.” To relieve him- 
self of as much work as possible, he 
appointed as manager a veteran still in 
his early twenties, Albert Butini. 


The other “half of the battle,” the 
toughest, according to Kirsh, was get- 
ting people into the store. “I knew I had 
to have the right merchandise at the 
right price and after I got it I wasn’t 
going to take no for an answer. But I 
also knew that I couldn’t do the job 
that I had visualized just by sitting 
back and hoping that women would 
patronize us.” 


“The Right Price” 


By “the right merchandise at the 
right price,” Kirsh says that he felt 
that he had picked the price line (about 
$9.95) which would appeal to the great- 
est number of women in his trading 
area. “I had to buy mostly from intu- 
ition at first, but by studying the way 
the women who shopped in Glendale 
dressed and the kind of shoes they wore, 
I was able to pick my styles pretty well. 
There are few ultra stylish women 
here. They want staples and tailored 
types in heel heights ranging from low 
to medium. Consequently, I have bought 
very few high style shoes.” 

“From the beginning I stocked a very 
big size range, knowing that I would be 
able to pick sizes with more acumen 
after I became familiar with my pat- 
rons’ size requirements.” Although he 
has always contended that, “You can- 
not substitute anything for a size in 
the shoe business,” he found that this 
maxim took on added meaning. “For 
example, if a woman comes in for an 11 
quad and all you can offer is a 10% B, 
you have lost a sale and probably a good 
potential customer forever.” So far this 
store has not lost one sale due to lack of 
a size. 


Early Hotel Reservations 


For Leather Show Urged 
New York. — The Tanners’ Council 


of America has again warned members 
of the shoe trade who are planning to 
attend the Leather Show at the Wal- 
dorf-Astoria, New York, on Tuesday 
and Wednesday, September 14 and 15, 
that they should make their hotel reser- 
vations immediately, if they have not 
already done so. 


The following hotels have set aside 
rooms for use by members of the leather 
and shoe trade attending the Leather 
Show: Waldorf-Astoria, Biltmore, Bel- 
mont-Plaza, Commodore, Barclay and 
Lincoln. In making reservations, refer- 
ence should be made to the Tanners’ 
Council Leather Show. 


Eighty-six booths have been assigned, 
representing the same number of ex- 
hibitors who participated in the March 
show. The entire ballroom floor of the 
Waldorf-Astoria will be used. 
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Old-Timers Get 
‘‘Up-to-the-Minute” Look 
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Stock it in satin as well as in suede | 
and in kidskin. Don’t forget how pretty 
and style-right it will be in bronze. 
Another style to watch that dates 
from the same period as the Theo tie 
is the Colonial buckle. It appears in} 
many Fall lines, on pumps from all | 
types of manufacturers from the most | 
high price, high style houses to the 
makers of popular price girls’ shoes. 
And it looks very right for both types 
of customers. The woman who can buy 
the best and who likes the best in con- 
servative, well-bred styles will gain 
added distinction in such a shoe. To 
another woman your selling point may 
simply be that this is an extra pair 
of pumps with a higher-riding look. She 
can have her Colonial buckle in metal 
or covered with leather; with a low or 
a high tongue riding behind it or with 
the center open. Her buckle may be 
made of beads and really be a buckle | 
outline instead of an actual buckle. | 
Your third customer for the Colonial 
buckle shoe is the young girl who wants | 
something cute and different and may | 
go for this type of decoration because 
it looks very swaggering and mannish 
with a touch of masquerade about it. 





Simplicity Marks New 
Chair Design 
[CONTINUED FROM PAGE 57] 


It is in the field of comfort that ma- 
jor advances are being made. No-sag 
spring construction covered with cot- 
ton and hair is commonly used on the 
higher-grade store seats; so, too, is the 
the foam rubber cushioning. 

Another comfort factor is to be 
found in the measurements which have 
been arrived at after careful research. 
Although the measurements given here 
are not universal, they may be said to 
be average. In both men’s and women’s 
chairs, the top of the back is 31 to 32 
inches above the floor; and the height 
of the seat above the floor varies from 
15 to 17 inches. Men’s chairs have a 
somewhat wider seat than women’s— 
about 25 inches as compared with 22 to 
24; and the depth of the seat—the dis- 
tance from the front to the back—is 
slightly greater in men’s than in wo- 
men’s. These measurements are con- 
sidered by at last two chair manufac- 
turers to be as close to the ideal as 
possible. 

Years ago the mistake was made of 
designing store chairs which so closely 
followed the design of household fur- 
niture with their steeply inclined backs 
and seats, that a seated customer found 
it impossible to do more than place her 
heel on the fitting stool. 

The modern chairs, therefore, have 
somewhat straighter backs and more 
nearly horizontal seats. 
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NATIONALLY ADVERTISED STYLE- 
QUALITY SHOE PRICED FOR THE 
GREAT. MASS MARKET 
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As Presented 
in Redbook, 
Modern Screen, 
Charm and 
Woman’s 
Home 
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Manufactured by 
PETERS SHOE COMPANY 
~ Division of INTERNATIONAL SHOE COMPANY. St. Louis 





Dr. POSNER’S PROMOTION MORE 
POWERFUL THAN EVER BEFORE! 


OF. Pons. 
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N. Y. Times Magazine 


Color ads plus black and white ads in 
Parents’ Magazine and Good Housekeeping! 
Full page ads in 4 colors every month in 
the New York Sunday Times Magazine 
listing dealers’ names! A highly rated 
radio program! Millions of mothers with 
new babies will learn the Dr. Posner story. 
And millions of mothers with children of 
pre-school and school age will be re-told . . . 
and pre-sold! « Every Dr. Posner dealer has 
the prestige of a nationally known 
name that instills consumer confidence . . . 
and so makes selling easier. 


DR. A. POSNER SHOES, INC. 
Executive Offices: 116 West 34th St., New York 1, N. Y. 
Chicago: Merchandise Mart * Pacific Coast: Haas Bidg., Los Angeles 





here are now on the way to 
hundreds of Dr. Posner 

dealers. These contain help- 

ful information on how to 

maintain a profitable vol- 

ume on children’s shoes - 
There are a limited number 
of areas where the agency 
for Dr. Posner Shoes are 
still available. Perhaps your 
territory is open. We will be 
happy to send these two 
brochures for study and 
consideration. Write today. 
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they want 
QUALITY and 
COMFORT! 






Your customers don’t walk on the uppers 
of their shoes! When they judge the value 
of your shoes, they judge by the quality 
of the soles! 





——— eon J And, remember, no soling material 
ie. a “ane i breathes like natural leather! No leather- 
: —_— substitute can equal leather for foot- 
— comfort and foot-health! 


For Comfort and Real Quality ... NOTHING takes the place of — 





CONSTANTLY UNDERFOOT! 


THE AMERICAN O4K LevruEr C0. 


Tole @ney | @ray-V,, er 18> arm tele 4:10): 


CINCINNATI, CHICAGO, ST. LOUIS, BOSTON 





UP or DOWN..|.there’s an 
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The superior quality of ONCO INSOLES 

insures a better shoe, whatever its price tag. Look ! 
to all Onco Insoles, regardless of grade, for f 
stronger internal ply strength... absolute uniform- i’ 
ity of shoe-making characteristics . . . economy y 
of cost over other types of insoles . . . superior 
comfort and flexibility for the wearer. \ 

Up or down, then, you'll find an Onco Insole 











to fit your problem and your price. Just specify 
ONCO INSOLES — and nothing but! 


Bulletin to ee 
insist on LAW INSOLES — 


ONCO BASE 
for sock Linings and Heel Pads — 


ONCO PLUMPER STOCK for backing 
and reinforcement purposes —all 
are products of 


BROWN COMPANY 
500 FIFTH AVENUE 
NEW YORK CITY, N.Y. 








+e 
ONE-COMPANY CONTROL FROM RAW MATERIAL TO FINISHED PRODUCT 






















PAT. OFF. 


of Normal Arch 
Health Shoes... 


coe acid test of quality in a line of 
children’s shoes, from the standpoint of 


the retailer, can best be expressed in these 


STYLE 5448 


words: “a chain is no stronger than its weak- 


est link.” 


There are no “weak links” in the Fleet-Adir 
line of Normal Arch Health Shoes for Chil- 
dren. Some numbers are more popular than 
others, naturally, but a// are of uniformly high 
quality. Here are three specimens 6f our line STYLE 5438 
for Fall and Winter. Fleet-dir craftsmanship 
and quality were never better. We urge retail- 
ers seeking a line of children’s shoes they can 


depend on to write us. 


EBY 


OF EPHRATA 





EBY SHOE CORPORATION INCORPORATED 


SP RR ATA ; Pewee eYivaA.mw-i a 


BOSTON SALES OFFICE — 83 LINCOLN STREET 




















IMPORTANT NOTICE 


FOR Recorde OCTOBER 15TH, 


SHOE FAIR ISSUE ADVERTISERS 
FINAL CLOSING DATE « SEPTEMBER 27 


EARLIER RECEIPT OF COPY WILL HELP MATERIALLY TO SECURE BETTER POSITION 


Baseus event of the Shoe Buying Year is the NATIONAL SHOE FAIR to be 
held in Chicago October 25, 26, 27, 28. Biggest buy of the Shoe Advertising 
iS ISSUE GUARANTEED Year is Boot and Shoe Recorder’s Shoe Fair Issue published this year October 


20,000 COPIES - Besides being a take-along raltion guide - retailers attending the fair 
it is a year-round desk companion for buyers in all branches of the Shoe, 


PLUS SUBSTANTIAL Leather and Allied Fields. The October 15 issue is carefully timed to reach 

buyers in all parts of the country before they leave for the fair. IT MUST 

NOT BE LATE! 

AT THE SHOE FAIR. Accordingly Boot and Shoe Recorder asks, “Please get your reservations 
in promptly and please get an early start on your production so the last 
forms may be closed by September 27.” 


BOOT AND SHOE 


wRECORDER ase. 


AChilton @ Publication , 
100 EAST 42nd STREET . NEW YORK 17, N. Y. 
Boston « Chicago « St. Lovis « Philadelphia « Los Angeles 


ADDITIONAL CIRCULATION 

















Letters 
to the 
Recorder 


Editor, Boot and Shoe Recorder 


May I correct one statement in the 
item under the title: “More Leather 
Shoes Bought in Portugal” in your is- 
sue of the 15th June? The consumption 
of leather shoes is said to have been 
825,000 pairs in 1946 as against 250,000 
in 1938. Any of these figures is too 
small for a population of about 8 mil- 
lion, even if the low standard of living 
is taken into account. There are no 
reliable sources of information, but I 
have been in the leather trade for over 
20 years, and my estimate is roughly 
4 million pairs per year, and is not very 
far from the 1938 total, when the popu- 
lation was smaller. 

As regards leathers, prices are no 
longer controlled since September 1947, 
and a considerable proportion of im- 
ported upper leather (mainly from the 
U.S.) is being used, in spite of the fairly 
sizeable customs duty. This proportion 
is much larger than was the case before 
the war, simply because the domestic 
tannages are priced above the world 
levels. The result was a large accumu- 
lation of the lower grade domestic 
upper leather, which is, after all, the 
bulk of the production, due to the 
damaged condition of the local raw 
calfskin, otherwise good in quality. 

The poorer grade domestic leather is 
likely to fetch good prices, now that the 
government has recently banned the 
importation of leather from your side 
of the Atlantic, in order to protect the 
tanning industry, and, incidentally, to 
save dollars. This will mean the main- 
tenance of unduly high prices, and the 
consumer will have to foot the bill. But, 
of course, many of the public have 
solved the problem, by the simple pro- 
cess of continuing to go barefoot. 

Reverting to footwear, over 90 per 
cent of the leather. shoes are entirely 
made by hand, with the sole exception 
of the closing operations, but even then 
treadle machines are used. The shoe 
industry center where I am situated 
(20 miles from Oporto) is the largest 
in the country. The oldest and still most 
up to date machine operated plant is 
located in Oporto. Lisbon is where 
women’s fashion shoes are made. Some 
nice shoes are produced in this country, 
(mainly when made with the high 
grade imported leathers which cannot 
be manufactured locally) and this can 
be testified by many American travel- 
lers passing in Lisbon, who buy shoes 
at the best shops. Due to our lower 
wages, smaller over-all expenses and 
mark-ups, these shoes are much cheaper 
than the same class of American ma- 
chine-made shoe. 


Yours very truly, 
MAURICIO P. COSTA, 
Oliveira de Azemis, Portugal. 


August 15, 1948 
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Los Angeles, Chesney Shoe Co. 
—— Van Voorhies-Phinney 
°. 


Colorado 
Denver, Kemp Shoe Co. 
i Florida 
| Jacksonville, J. H. Churchwell Co. 


Georgia 

Atlanta, Phar & Collinsworth 
Iinois 

Chicago, Keehn Bris. 

Peoria, John Moser & Son 
Indiana 
“eam E. P. Bayless Shoe 

0. 


lowa 
Cedar Rapids, Otis Leather Co. 
Dubuque, Merchants Supply Co. 


Louisiana 


4 Shreveport, Lee Dry Goods Co. 


i Bangor, W. S. Emerson Co., Inc. 


Massachusetts 
Springfield, M. T. Shaw Shoe Co. 
of N. E., Inc. 
Michigan 
Detroit, American Shoe Co. 
Grand Rapids, Hoekstra Shoe Co. 
Saginaw, Michigan Shoe Co. 


Minnesota 


7 Duluth, Kremen-Duluth Co. 


Minneapolis, Dodson-Fisher Co. 
Nebraska 
mew Branch Bros., Inc. 
Driscoll Leather Co. 
New York 
Buffalo, Reliable Wholesalers, Inc. 


| New York City, Powell & Campbell 


Ohio 


) ei Robert Graefe Leather 
M Oo. 
Cleveland, Bibow & Srail Shoe Co. 


Cleveland, Whitney-Roth Shoe Co. 


Toledo, Ainsworth Shoe Co. 


Zanesville, Black & Grant Co. 
Pennsylvania 


Philadelphia, Bell, Walt & Co., Inc. 


Pittsburgh, Newell & Schneider Co. 
Peterman & Co. 


Tennessee 


“4 Bristol, King Bros. Shoe Co. 


Knoxville, McCallie Shoe Co. 


Bae — Wm. R. Moore Dry Goods 
2. 


Utah 
Salt — City, Zion’s Co-Operative 
Merc. Inst. 


Washington 
Seattle, Washington Shoe Co. 
Spokane, Adams Leather Co. 
West Virginia 
Huntington, Jeff Newberry Co. 
Wisconsia 
Milwaukee, Gaenslen Bros. Leather 


Oshkosh, H. C. Roenitz Co. 





Style "Mike" 
Black Kip Upper 
Leather Cap Toe 
Blucher Shoe, 
Elongated Coun- 
ter, Contour-Mold- 
ed Insole, Steel 
Arch Corrector 
Shank, Combina- 
tion Leather 
Counter Pocket 
and Backstay, Full 
Double Sole with 
Oak Bend Outsole, 
No. 1 Last. 


TIE UP WITH 
TRADE BUILDERS 


For a new experience in delivering foot com- 
tort combined with longer wear—TIE UP 
WITH TRADE BUILDERS. 


More than forty TRADE BUILDER whole- 
sale distributors have your TRADE 
BUILDERS on the floor this very minute, 
ready to make immediate shipment to you. 
No need to wait days for shoes to get to you 
when the greatest, most convenient and de- 
pendable service has them practically at your 
own back door. For increased sales efficiency 
with less stock inventory, for increased profit- 
producing turnover, TIE UP WITH TRADE 
BUILDERS. 


Select your TRADE oemnnee 
wholesale distributor 
list and send him your order x. 











eS (IN CHILDREN’S 
(> LEATHER SLIPPERS 
; THREE COLORS 
THREE STYLES 
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THE COLLARETTE 
Brown No. 1001 
Red No. 1002 
Blue No. 1003 
Sizes 5-2 


Full and Half Sizes 
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Take Your Choice of Three 
Colors in Three Styles for 
Your Juvenile Department 

. . Order One Pair or One 
Hundred . . . Always in Stock 


. Always in Style... Frora 
Size 5 in Infants, to Size 3 
in Misses . . . All Smooth 
Leather Upper, Hard Flexible 
Leather Soles . . . In Full 
and Half Sizes . . . Wedge 


Heels . . . A Gay Plaid Cloth 
Lining and Sturdy Box Toe. 






















$1.45 
THE STEP-IN 





Brown No. 10€7 
Red No. 1008 
Blue No. 1009 


Sizes 5-3 


Full and Half Sizes 
THE SHEARLING 
Brown 


No. 1004 
Red No. 1005 
Blue No. 1006 


Sizes 5-12 
Full aud Half Sizes 
With matching nat- 
ural Shearling Collar 
These zipper 
31 ippers have what it 
takes to collar ad- 
ditional sales 
Cp your sol lume and 
profits . . 
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Manufacturing and Markets 


[CONTINUED FROM PAGE 70] 


manufacturers and jobbers assert, despite the increas- 
ing resistance on the part of buyers. Shoes are getting 
harder to sell all the time, they admit. but business 
generally is considered good. Shoe men at the whole- 
sale end are encouraged by the fact that business picked 
up in July from an early Summer slump. Shelves were 
pretty well cleared, particularly of heavy stocks of late 
Spring and dark shoes, and retailers are placing better 
re-orders for Fall than was indicated earlier. However, 
all commitments are on a short-term basis. Suppliers 
cannot ignore the continued heavy demand for casuals, 
which is expected to continue into Fall. 

They recognize this trend as the customer’s method 
of combating higher prices of regular shoes. Among 
the early Fall shoes sold, however, there has been a 
good demand for heavier and tailored type shoes for 
women, with indications that this branch of the busi- 
ness will be normal or better. Women did not buy 
these types during the Summer and consequently will 
be seeking replacements this Fall. Re-orders are also 
coming in more heavily on closed toes. Some retailers, 
who ordered cautiously in this style division at first, 
have been completely sold out on their first commit- 
ments. Suede looks to run about 50 per cent of the 
early business, with green, grey, and tans following 
black and brown as popular colors. 


Leather Shoes Still Scarce 


In German Bi-Zone 

Municn, Bavaria. — The 15,000 shoe stores in the 
so-called Bi-Zone—that portion of Germany occupied by 
the Americans and British—while about the same in 
number as in 1938, are currently serving a population 
which has increased by 25 per cent. Despite this, the 
volume of business is about 70 per cent less than in 
normal years, due largely to the scarcity of footwear. 
Since it is hoped that conditions will improve, authori- 
ties have shown reluctance to date in enforcing the 
closing down of uneconomical shops. All may well be 
needed, they believe, in the future. 

The Economic Ministry, in a report covering the first 
half of 1948, notes that Bavaria has produced 17,000 
tons of hides and predicts the importation of 20,000 tons 
more. This will enable manufacturers to produce 
4,800,000 pairs of leather shoes in a three-month period 
—a rate of production which, if sustained, will, within 
one year, provide one pair of shoes for half the popula- 
tion. 
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NATURAL BRIDGE SHOEMAKERS 


Division of Craddock-Terry Shoe Corporation, Lynchburg, Virginia 
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Mississippi Capital Hails New Princess Salon 


[CONTINUED FROM PAGE 59] 


times before. The present modern salon, 
however, at 416 East Capitol Street, is 
completely new, though the firm oper- 
ated at its former location until just 
a week before the opening. 

The left wall of the entrance is deep 
oak-stained and sand-blown Mississippi 
pine, while the colorful plastic sign 
over the modern shadow boxes was de- 
signed and made by Plastic Products, 
an affiliate of the Mississippi School for 
the Deaf, located in Jackson. Approach- 
ing the Princess, the visitor is first 
drawn visually to the store by the black 
concrete sidewalk starting at the street 
and blending into the black terazzo en- 
trance way. 

The ceiling of the foyer is indirectly 
lighted with a waffle designed effect and 
a large red neon sign overlaid on black 
marble. 

Selling space of the store is 4500 
square feet with all stock concealed, 
except in the teen age casual shoe de- 
partment. A forty foot hosiery counter 

When he gh ago ow opened in sing ar last mp a and a twelve foot wrapping counter are 
represen e group t. is shoe exe es was among the honor guests, alon “ ” 7 x ; 
with the Mayor and other dignitaries. Here shown are, from left to right, snethess seca g: alo = oe we 
A. C. Brown, Hamilton, Scheu and Walsh Shoe Co.; James S$. Legg, Moulton Bartley, Inc.; Within thi ‘ the 1 en 
Tom Wilkerson, Braver Bros.; Charlie Carson, Tweedie Footwear; Roy E. Champion, ¥ ah oe ae ee ee eee 
owner of the Princess Slipper Shop. Seated, from the left: A. V. Wheeler, Pennant- lar ladies’ department, the teen age de- 
Jefferson branch of International Shoe Co.; Allen Epps, manager of the Princess Slipper Pattment for casual shoes, a slipper bar, 
Shop; Joe Reinhart, Pennant-Jefferson branch; E. L. Boneau, Kane, Dunham and Kraus; 2 modern children’s department and the 
and Paul Sheely, Tweedie Footwear. accessory departments. 
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Choose a einai a Folding that its Your Nee 


Do you need a cement that provides better penetration, a longer tack period 
and faster drying? Then consider these and other qualities to be found in 
the wide range of Be Be Cements for folding. They are typical of the 
extensive line of qualified Be Be Cements for solving shoemaking problems 


in every room of the factory. Ask your United man for a demonstration. 


“GPC ADHESIVES” Be Be Bond 


This handy reference guide is available for Be Be Tex Cements 


your use and will provide you with a listing 
of over 80 shoemaking adhesives. Products of B B Chemical Co. 








UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 

















Catalogue and Prices On Request 


ee ee 
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Style 432 
Sizes 2/9 


IMMEDIATE 
DELIVERY 


Warehouse facili- 
ties in key cities 
throughout the 
country, insure 
prompt delivery. 











DISTRIBUTORS IN KEY CITIES 
Lane Bros. OR Boston, Mass. | 
Krohngold Shoe Co... Cleveland, Ohio | 
en Been fee Los Anaeles, Calif. | 
B. Rosenberg & Sons. ...New Orleans, La. 
Harper & Kirschten Shoe Co.. Chicago, lil. 
J. J. Kalb & Sons ee Rochester, N. Y. 
C. A. Bachman, 3737 Dupont Ave., Minneapolis, Minn. 
Immediate delivery from above sources. 


Write to distributor nearest your city or 
direct to factory for catalog and prices. 
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Shoe Store Keeps Its Customers Happy 
““AFTER 23 months in the Army, I decided to set up a 


shoe store of my own,” said H. F. Burke, owner of 
Burke’s Shoes in Dodge City, Kansas. “Practically 
everyone in business said I couldn't do it, I couldn’t get 
shoes; ii ‘1st wasn’t possible.” 

That was in 1946. Young Harrison Burke saw that 
the objections had merit, that even established stores 
were having a hard time getting shoes. But, with help 
as H was and no connections made with resources, he 
went ahead stubbornly with his plans, realizing that he 
had plenty of headaches in store. 

“I kept hearing about Dodge City, about its large 
trade territory,” Mr. Burke said. So in February, 1941, 
the young man came to Dodge City and bought the 
shoe department in Sweetbriar Shop, which he operated 
for three and a half years before entering the Army. 

“Returning, I felt that I knew my territory well 
enough to tackle the proposition of getting the shoes to 
sell to its people.” Mr. Burke said. “I had friends in St. 
Louis, but I still had to make many a trip to get shoes 








Attention! Shoe Trade 


“TIPPECANOE” 
b 
SANDLER 


OF BOSTON 














This 
Original 
Moccasin 


otice is 
s hereby given 
is U. S. that Sandler of Boston will protect 


their interests and that of their 





dealers against infringement. Under 
the law infringing retailers as well 





as manufacturers are liable for vio- 
Patented lation. We have authorized our 
patent attorneys in Boston to pro- 
ceed with any action necessary to 





protect our patent rights. 


A. SANDLER CO. 


Essex at South St., Boston, Mass. 








to keep the store open.” 

The building is in a good location, but it had been 
vacant for months. It needed a face-lifting and a par- 
tition to divide the big room space into two business 
places. At the time, Harrison Burke felt that shoes in a 
small shop would appear better stocked and more pros- 
perous to his customers than the same stock in a larger 
room. 

The shop is 54 feet by 16. After much thought, Mr. 
Burke was convinced that he should specialize in wo- 
men’s and childrens’ shoes, handbags and hosiery. His 
decision made the shoe shop something special, a store 
where women really like to shop. 

Every effort was made to make its interior pleasing 
and comfortable. Because it had been brought to his at- 
tention that women were not pleased with the small 
showing of shoes available at this time, Mr. Burke tried 
to ease the difficult sales problem. 

Could the salesmen be especially patient and courte- 
ous, even with the more difficult customers? Extra gra- 
ciousness, he felt, could make up somewhat for lack of 
choice in footwear. 

Slowly, the new business was built on these princi- 
ples and this Spring saw more changes to help it along. 
The store’s interior has had a complete redecoration. 
There’s a light green carpet. Padded light tan leather- 
like upholstery around hosiery and wrapping counter 
matches the newly upholstered chairs and stools. The 


[TURN TO PAGE 98, PLEASE] 
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to buy or sell in volume .. . » 
the one show you can not miss! 















opular rice S..... 6...w of ): 


| NOVEMBER 29 to DECEMBER 2 
INDUSTRY COMMITTEE 


ie ie Hotel Commodore, New York City 
Mark A. Edison 


oe THE RIGHT DATE .. . NOT TOO EARLY, NOT TOO LATE! 


Donie! J. Danohy 
Dan Danahy Shoe Co. 
Marlboro, Mass. 

Retailers: 

Dovid W. Herrmann FOR THE FIRST TIME... 
Miles Shoes Incorporated 
New York, N. Y. 

Horry Kori An official national market week for the Volume Footwear Industry. Never 
-Karl's Shoe Stores, ltd. . 

. los Angeles, Colif. before a show designed especially BY and FOR the industry that produces and 
M. Key 

The Berland Shoe Stores, Inc. distributes % of the shoes on America’s feet. 
St. Louis, Missouri 

lawrence Merle 
Endicott Johnson Corp. | 
Endicott, N. Y. i 

oe FEATURING: 
jer-Jones Company 
Columbus, Ohio 

Alfred L. Morse | @ Attendance and buying by all leading chain stores, mail order houses, 
Morse Shoe Stores Corp. / 

Boston, Mass. wholesalers, basement and budget shoe departments. 

Frank J. Schell 
Seors, Roebuck & Co. 

Rs, med | @ Over 500 rooms and 80 booths under one roof for the display of shoes, 
Butler's Inc. ‘4 . 

Atlonts, Georgia allied and accessory lines. 

George L. Smith 
G. R. Kinney Co. Inc. 

New York, N. Y. @ Outstanding display facilities, beds dismantled, tables and racks installed to 

Edword Atkins, Executive Secretary 
National Ass'n of Shoe Chain Stores i 
Now York N.Y. the capacity of each room. 

Manvfocturers : 

Stuort H. Armstrong @ Uni fashion merchandisin ogram, presenting significant style trends 
Wiley-Bickford-Sweet Corp. Cs Se seicinites P ait 4 
Worcester, Mass. for spring 1949 volume-selling shoes. The industry’s outstanding social event — 

A. W. Berkowitz 
Bourque Shoe Co., Inc. “210 Associates Banquet.” 

Raymond, N. H. 

George A. Dempsey 
Crossett Shoe Co, 
Boston, Mass. 

John Foote 
The John Foote Shoe Co. 
Brockton, Mass. 


Poul Kleven EXHIBITORS: 


Klev-Bro Shoe Mfg. Co. 








Normand P. liberty Do not delay. Make reservations now fo assure desirable space. Write for 
Farmington, N. H. pplication at once. 210 Lincoln Street, Boston, Massachusetts. 


Kesslen Shoe Company 
Kennebunk, Maine 
Fronk C. Shapiro 


a POPULAR PRICE SHOE SHOW OF AMERICA 


Henry C. Stillman 
H. C. Stillman Shoe Co., Inc. Jointly sponsored by: 
seeks ennai Vice-President National Association of Shoe Chain Stores © New England Shoe and Leather Association 


New Englond Shoe ond Leather Ass'n | 


Boston, Massachusetts 
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As could be expected, the new, better 
PRIMEX is the most imitated shoe fitter 
on the market and for only one reason— 
because it leads in sales and profit 
building features. 


PRIMEX has a threefold purpose—(1) 

to speed the buying decision— (2) to get new, 
permanent customers— (3) to modernize 

and beautify your store. It does all 
three—far over and above all substitutions. 


Note These Special PRIMEX Features: 
%& new X-ray unit %* new low step 
¥%& new 3-Ray penetration 
%*& new wide platform 4% new compact size 
* 2 year guarantee 


PRIMEX works for you and your 
customer in many ways. It can be your 
star salesman. Before you buy, investigate 
PRIMEX fully. You can’t beat the 

best. For full details, write PRIMEX 
EQUIPMENT CO., Dept. BS-8. 

135 So. La Salle St., Chicago 3, Il. 


PRIMEX ster zee 

















Ad Results for a Penny 


AN EASTERN AIRLINE recently mailed 500 post card 
advertisements to sell air travel on its planes. What 
happened after that so astounded the sales manager that 
a revolutionary change was ordered in the airline’s ad- 
vertising plans. 

The post card mailing had cost the company a total of 
$14.83. These 500 penny advertisements brought in busi- 
ness that came to over $9,000. The sales manager ordered 
tests made. Other penny advertisements were sent out 
to test results. Again, the penny ads brought home the 
bacon. So a revolutionary change was ordered in the 
advertising policy. Henceforth, post card mailings were 
to form a large part of the advertising appropriation. 

What does this mean to the shoe merchant? Because 
post card mailings sold airline seats, will they also sell 
shoes? How can a penny bring in so many dollars? 

Penny post cards have been used with great success 
to sell everything from automobiles to lipsticks. The re- 
sults point up one important fact: That the simple post 
card can do a whale of a lot of selling. 

To make post card advertising effective, you must ob- 
serve two important rules: (1) Pick a good offer to ad- 
vertise, one that will be a true “leader”. It must be some- 
thing people want. (2) Be sure that you send your penny 
advertisements only to good prospects—people who need 
what you have to sell, can buy it at your price, and are 
within easy buying distance of you. 

The lists to which your penny ads go must be checked 
regularly to make sure that they are not slowly dry- 
rotting. People die, change their residences, and often 
change their buying habits. 

Penny advertisements can be simple messages put on 
stamped government cards, or-they may be carefully- 
planned jobs complete with pictures and fancy layouts. 
The simplest and cheapest penny advertisement you can 
use is the government card the post office sells. It is 
cheapest because for the price of the stamp, you also buy 
the paper stock, and because you save the time and 
money used to affix stamps. 

You can have a message printed on this government 
card. Or you can send a typewritten message. This mes- 
sage can be duplicated by almost any standard dupli- 
cating machine. 

The advertising message should be as short as pos- 
sible, but no important part of the selling appeal should 
be omitted. Use a chatty. personalized message. Remem- 
ber that a penny post card is like a letter. Make your 
claims and your selling arguments specific and personal. 

Don’t waste time coming to the point. And remember, 
nothing interests the reader as much as his own welfare. 
health, wealth and happiness. Tell about your product 
in terms of what it will do for the reader. 

At the end of the post card copy. insert what adver- 
tising men call an “action hook”. This is an appeal to 
the reader to act without delay which will clinch the sale 
for you. 
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More and more emphasis is now being placed 
on quality in shoes . . . and marked changes in the 
' Styling of fall footwear are resulting from the 
"new look” in women’s wearing apparel. 
_ Rosebay Willow Calf and Black Princess Calf are 
\ quality leathers that lend themselves 
\beautifully to these changes. 


AMERICAN HIDE and LEATHER COMPANY 
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Prima makes soft soles in 
one and two-strap Dolle- 
rina styles. Write us for | 


details on them. Bones 
Sizes 5/10 in AA and 3/10 No. 
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charge of 10c per pair on all on 
orders for lessthan12 pairsof | ne. 
a style. Terms—net 30 days. 

kee 











— 


ee ae 
i 
I No. 
G 
als love the down-to- | 
earth comfort built into 4 “* 
these mew soft-sole Balle- I No. 


a 














Handmade 
Hand-lasted 


STITCHED SOFT SOLE 
70—Corduroy for Fall in brown, red, green, 
grey, beige or wine, $1.85 
71—Satin in pink, black or dyeable white, 
$1.85 
72—Faille lined colt in black, white, red or 
green, $2.10 
73—Faille lined suede in black, red, green or 
brown, $2.10 
74—Metallic fabric in gold or silver, $2.35 
75—Genuine 24-karat gold kid, $4.80; silver 
kid, $4.20 
we colt in black, white, red or green, 
$1.85 
eee suede in black, red, green or brown, 
1.65 
STITCHED LIGHTWEIGHT CREPE SOLE 
. 70C—Corduroy for Fall in brown, red, green, | 
grey, beige or wine, $1.85 
72C—Faille lined colt in black, white, red or 
green, $2.10 
73C—Faille lined suede in black, red, green 
or brown, $2.10 
“ia colt in black, white, red or green, 
1.85 
78C—Unlined suede in black, red, green or 
brown, $1.85 
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Taking the Guess- 
Work Out of Ad Layouts 


[CONTINUED FROM PAGE 72] 


interest if you steer away from the run 
of the mill ideas. 

Border ...A border surrounding the 
ad will not only create unity but also 
achieve distinction. Unusual borders 
have been used successfully to attract 
attention. 

Backgrounds . . Unusual back- 
grounds look good but are dangerous. 
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They may attract attention to them- 
selves, thereby taking away interest 
from the sales message of the ad. Use 
backgrounds sparingly. 

White space . . . The use of white 
space is probably one of the most effec- 
tive methods of achieving attention. 
The more white space surrounding the 
ad, the less competition from other 
ads. 

Movement . . . Arrows, pointing 
hands, etc., all assist in moving the 
reader’s attention from one place to 
another. More popularly used are point- 
ing illustrations. For example, some 


illustrate shoes pointing 
toward the next structural step in the 
ad. This causes the reader to look in 
the same direction. Properly placed 
shoes will do a fine job of leading the 
eye. 


LOW PRICES 
ON SUMMER SHOES 


on /Maddts 


BAREFOOT 


Dandeats 





TTBIANGLE .1..: Eee 





Reverse headlines and unusual back- 
grounds will gain the attention of many 
readers. It makes the ad “different” from 
the editorial matter of the publication. 


Reverse . . . When your competitor 
is using great portions of white space, 
you can achieve interest and distinction 
WY by using reverse or white headlines, 
copy and illustration on a black back- 
ground. Your “black ad” will be differ- 
ent and thereby attract attention. 


Ovals and circles . . . The shape of 
the space for an advertisement as de- 
termined by a newspaper, is either 
square or rectangular. However, the 
shape of the ad itself need not conform 
to this contour. Ovals and circles are 
very effective attention getters because 
of the contrast they present to the 
straight lines of the average ad. 

The above “tricks” when applied care- 
fully, easily solve the problem of at- 
tracting attention. Before deciding upon 
any or all of these, study your news- 
paper and your competitors’ ads. Try 
to achieve difference and you will be 
achieving interest. Utilize all the pro- 
duction facilities of your newspaper. 
Use the benday or dotted background 
for interesting design. Use large bold 
headlines for blatant attention. How- 
ever, always be on your guard that in 
gaining attention of the reader, the 
element of attraction does not detract 
from the sales message. 
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More and more retailers are changing from multiple- 
brand shoe lines to “one-name” Sundial operations. 
Instead of several brands to stock, it means only one 
— Sundial. Only one name to display and advertise, 
yet bracketing the entire family shoe buying with a 
complete, quality line of men’s, women’s, and children’s 
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SUNDIAL, DIVISION OF 
INTERNATIONAL SHOE COMPANY 
MANCHESTER, NEW HAMPSHIRE 





August 15, 1948 
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Scientifically ce- 
signed to correctly 
support the metotar- 
sol heads ond olign 
them for proper foot 
function. 












Plenty of room 
for oll five toes 
to function nor- 
mally ond grow 
stroight. 


flet forepaort, ex- 
tra width of the 
boll for ecse in 
treoding . . 
crowding or pinch- 
ing. 





Worth Selling 
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Wedged Heel ond 
Counter designed 
ond constructed to 
help prevent pro- 
nation of eversion. 


: Reet 
© 





An outstanding 
special purpose 
shoe in an un- 
usually wide 
range of sizes 
and widths. 










Tan Elk Orthopedic High 
Shoe, Scuff-proof Tip. 
8, — 12, A, 8, C, D, E, 
12'/2 — 3, AA, A, B, C, D. E. 
3'2—8 (Boys), A, B, C, D 


SHOE MANUFACTURING CO. 
MILWAUKEE 10 WISCONSIN 


GOODYEAR WELTS EXCLUSIVELY 











From the Sidewalks 
Of New York 
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junior executive trying to look like the 
boss, patterns his tastes after him. 
However, he looks for more moderately- 
priced wearing apparel. There’s also a 
large transient trade in this area. 

For business, these men like the broad 
McAfee last and the Custom last. They 
wear heavy leathers all year round in- 
cluding Summer. They do not buy vents 
or woven—yet! Wing tips, medallions 
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with strictly classic details, full leather 
lining, half or full double soles are their 
choice. Here you can’t take the accepted 
classic and improve on it. These fellows 
wear wool hose all year. They have 
good, strong feet and they don’t mind 
stiff shoes. They will break them in. 
The British infiuence is strong from 
the regimental tie, the Windsor knot, 
the three-button soft shoulder coat, wool 
socks to the classic shoe. Black shoes 
are also important. 

The classic Norwegian moccasin is a 
must. A medium brown suede with crepe 
soles, a very heavy grain blucher with 
stitched tips, as the Lotus Veldtschoen. 


Brown and white is still a must for dress 
up at the country club. Golf shoes with 
spikes, pumps with tails, plain patent 
with tux are the kind they wear. 


2. Fifth Avenue 

With Radio City as the focal point 
on this street, we find a vast melting pot 
of all kinds of people. In fact, Fifth 
Avenue, in one sense, does not represent 
real New Yorkers. If you study the 
men that are employed by the offices 
and big - - jio studios in Radio City, you 
will fin. . majority are from the small 
towns all over America. They are young 
chaps with good incomes. A vast ma- 
jority of university-educated men are 
found here. They like unfinished fabrics. 
More tweed clothing is sold here than 
anywhere in New York. 

Besides the group that works on the 
Avenue are visitors from all foreign 
countries plus a constant transient 
group. John Brown, who comes from 
Kalamazoo (with Mrs. Brown who 
shops at Saks Fifth Avenue and who 
is probably the smart dresser in her 
local community) does a little shopping 
against his will, but is spurred on by 
Mrs. Brown’s strong influence. Do not 
underestimate the influence of the 
woman in men’s buying. The woman is 
always anxious to find something diff- 
erent for her man. 

The group of men employed in the 
radio studios, the actors, announcers, 
muscians and techn‘-ians, next to col- 
lege students, act as style leaders for 
men. These fellows aren’t afraid to 
adopt a different style and wear it down 
to work. They naturally do not face 
the public and accordingly wear odd 
jackets, tweeds and sort of heavy types 
of leisure footwear. They like moccasin 
types with big, thick soles. They wear 
the Lug Soled shoes to business. Chuk- 
kas are frequently worn for daytime 
wear. 

Here you can merchandise by appeal- 
ing to the man from most smaller towns 
of America. Medium rounded toes, plain 
black and brown, simple single-soled 
shoes attract them. In fact, this group 
will buy most of all types except ex- 
treme lightweights and a very few 
French toes. This is the good solid 
American type whom we meet all over 
the country. They do not wear the new 
blue or grey suedes. Platforms are 
taboo, but they will accept heavy, 
double-soled plain toes with modern 
improvements like reverse welt treat- 
ments. 


8. Broadway 

This is the entertainment spot of 
America. Times Square is famous the 
world over. The typical New Yorker 
rubs elbows with the guy from Paducah 
and gets as much fun out of the fan- 
fare as his country cousin. But, gen- 
erally speaking, these visitors do not 
shop on Broadway. The money crowd 
consists of the bookmakers, top notch 
fighters, orchestra leaders, night club 
owners, the show people and the poli- 
ticians. This latter type is exemplified 
by the late Jimmy Walker, ex-Mayor of 
New York. He wore hard-finished wor- 
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OVERLACE. 

Dainty black overlace design 

woven directly over rayon satin. Black 
shirred elastic heel strap on women’s sizes; 
matching color strap on children’s sizes. 



















MOTHER—DAUGHTER *BEDTIMERS... 
JUST ALIKE! 


Now — you can offer children’s indoor slippers with the same fine 
styling, lovely colors and pretty detail that your customers will find 
in Kleinert’s grown-up ° Bedtimers this fall! 


Now—you can sell mother-and-daughter Bedtimer slipper combi- 
nations that match in every perfect detail! 


This is exciting fashion news for tots, teen agers and mothers. 
And it’s good sales news for you! 


Overlace style in ice-blue, nude-pink, and red; other two 
styles in black, also. Rayon satin. Women’s sizes, 4-9, to 
retail at $3.95; children’s sizes 8-3, to retail at $2.95. 





Elastic insert on heel strap; elasticized 


sabot strap across instep. Golden button @ NATIONALLY ADVERTISED! 


on the side. 
@ READY FOR OCT. DELIVERY! 
@ WONDERFUL FOR CHRISTMA ; 
SELLING! 
POM-POM. 


Platform sole. Shirred elastic sling back. 
Open toe topped by a large, gay pom-pom. 


“It pays to show 
the name they know” 


o 





485 Fifth Avenue, New York 17. N. Y. 








" The SHOE of the BABY 
detewnines 
The FOOT of the ADULT 





DANVERS 
= 71 WEST 35th STREET 


g ; NEW YORK 1, N. Y. 









For Generations: 


Mothers and doctors 
alike have realized that care, 
exacting workmanship and 
scientific design make them the 


IDEAL BABY SHOE 


MRS. DAY'S | ] ff | acticin 


MASSACHUSETTS 


1070 MERCHANDISE MART 
CHICAGO 54, ILLINOIS 
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| are still salable here. 





| ways: 
| shops, 





wear sport shirts all through the Sum- 
mer and early Fall. Wedged platforms 
Occasionally, 
these fellows go over to Madison Ave- 
nue for their shoes because they like 
the Madison Avenue label, but most of 
the time they buy the Broadway style. 

More pairs of shoes per man are 
bought annually by this crowd than any 
other group in New York! They don’t 
expect too much wear from their shoes 
and they select them for style rather 
than for long wear. 

4. Seventh Avenue 

This is the great garment district, 
employing thousands of men in the mak- 
ing of women’s apparel, furs, etc. A 
strong union crowd exists here. You 
can break this group down in two 
(1) the bosses of these little 
mostly immigrants who have 
come up with little education, now with 
a few bucks in their pockets. Because 
Mama tells them they’ve got to dress 
up, they buy good shoes. In these same 


| shops you can usually find the boss’ son 
| or a relative. He probably went through 


high school and went on to study to be 
a doctor when something happened, 
forcing him to give up his education. 
Anyway, Pop is getting older and the 
younger man is groomed to take over. 
He has a buck and spends it. In this 
group, too, are the high-priced sales- 
men. The fellow who works on a com- 
mission and sells the stores. He made 
good dough during the war with little 
effort, but now he’s plugging, though he 
still has a big income. This whole group 
dresses well, spends its week-ends at 


swanky hotels in the mountains and 
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steds, small knotted tie, usually double- 
breasted suits and narrow custom last 
shoes. Most of these fellows came up the 
hard way with very little education. 
Their clothes are very important to 
their ego. They must be in the groove! 
The camel hair topcoat with the belt 
all around was their creation. 

Besides this money crowd, there’s the 
fellow who is trying to “get there.” The 
fellow who thinks he has a good voice, 
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or who plays an instrument in a band. 
Then there is the vast group of service 
workers, waiters, ushers, taxi-cab driv- 
ers and, of course, the gang of hangers- 
on. 
This is the place for your light- 
weights, compos and trim shoes. Colored 
suedes, all the colors, fancy stitchings 
and 9/8 heels are popular. There is, of 
late, a swing towards the narrow cus- 
tom with sharp not too wide spades. 
Suede combinations are good, too, as 
are ventilated styles with trim appear- 
ance. 

Broadwayites are famous for their 
shirts. White on white, long collars 
with that soft roll. The best dressers 


goes to Florida in the Winter and price 
is no object to them. 

(2) The second group, while by far 
the larger, consists of the operators, 


| shipping clerks, office help, truck driv- 
ers, etc. For the most part, they spend 


their Winters at home, and their Sum- 


| mers not much further away than Coney 


Island. 

The man in the first group is a ner- 
vous individual. He’s very sensitive. He 
wants no breaking in. He has no pa- 
tience, is always in a hurry, but if you 
hit him right, he buys a lot and is a good 
plugger for you. By and large this 
group buys the custom last, the quarter 
brogue, with or without medallion, and 
the wing tip. Black, while not nearly as 
big as brown, is very important. Re- 
verse calf in brown is a must. The 
younger generation who have been to 
the out-of-town universities are buying 
the college styles, but even they as 
they get older, go back to the custom 
last. For casual wear, the wedge plat- 
form is popular. 

The second group is vastly different 
from the first. The younger man buys 
walls and more walls. They are big 
fellows by comparison with the older 
generation. They are on their feet a 
lot. They want big, thick bottoms. The 
older men in this second group buy 
Vici kid with arches. They need wide 
widths. In the Summer, they buy woven 
shoes. Comfort types of shoes are im- 
portant to them. They buy about two 


[TURN TO PACE 96, PLEASE] 


Boot and Shoe Recorder 

























FOR STRAP-TYPES 
THAT FIT AND SELL 





F.. this season and for many months ahead, 
tailored and new-look strap types will continue 
in demand. Smartly styled for looks and fit, they har- 
monize with present and planned apparel design. 

So style your line with RUFFLETTE SHUGOR 

— the dainty-looking, long-wearing, permanently- 
flexible strap goring. RUFFLETTE SHUGOR gives 
extra style punch to staples — and high styles 
as well. It helps modern shoes fit active feet. It 
can be produced in quantity in any color desired. 
For samples and further details, write 









THOMAS TAYLOR & SONS, Inc. 
HUDSON, MASSACHUSETTS 


Copr. 1948 Thomas Taylor & Sons inc. 











immediate delivery. 





GUARANTEED 
PARENTS 


MAGATINE 








"7 gets more sales 
ad od 
than 
This is the season when some people just sit around 
and wish for more business. But you can get the 
business others merely wish for by digging for new 
customers. They’re all around you— ready to be 


claimed by the dealer with the keenest sales tools — 
such as those offered by PLAY-POISE. 


There’s no need to just wish for merchandise either. 
Our in-stock department is prepared to make 





SHOES FOR INFANTS AND CHILDREN 
VIRGINIA SHOE COMPANY, 


FREDERICKSBURG + VIRGINIA 


INC. 


low colors and even blue, grey, wine, 
and, of course, those brown suedes. 
Fancy combinations with trim look are 
good sellers, too. 

This group, of all the groups, is 
typical American, and they are worth 
watching closely. They will pick up 
something new, flash it around, and 
|soon start waves of buying on new 
| styles. 

The older, settled colored man will 
buy shoes to cover his feet comfortably. 
Surprisingly, some of them still wear 
high shoes. 

In Harlem, the past few years have 
seen a big migration of Porto Ricans. 
They are practically taking over in 
some colored sections. These fellows 
are all low income people. They have 
small feet. They, too, like lightweight 
shoes, but do not go as extreme as some 


Poth Street 








of their colored neighbors. They are 
| great dancers and want their toes up 
|to the end of their shoes. Short vamp, 
| slightly-walled, trim shoes meet their 
major requirements. 

Having met thousands of these dif- 
ferent types of customers across the 
| fitting stools, I am firmly convinced 
'that not enough study is made of the 
'people who actually buy our shoes or 
to whom we expect to sell our shoes. I 
believe that building a line of shoes can 
be done more scientifically. Like a poli- 
tician, who sits in Washington too 
much, a manufacturer may lose contact 
with his constituents. So they must meet 
the people in order to give them what 
|they want when they want itt. 

It is interesting to note that there are 


|few men’s shoe manufacturers in New 


York City. There are hundreds of wo- 
men’s factories in Brooklyn. It is a 
known fact that these factories in New 
York set the style pace in women’s 
footwear throughout the country. Why 
is it then that most men’s manufac- 
turers shy ‘away from the New York 
market? 

The problem is a lot easier than most 
factories think. First, it is necessary to 
begin with the classics. This can be ac- 
complished by studying the individual 
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pairs a year. One for the high holidays 
and the other for Summer. Their feet 
perspire a lot and they need wide shank 
shoes to fit their weak arches. 


5. 125th Street 

This is the zoot-suit, happy-go-lucky, 
lovers - of - the - lighter - things - in - 
life group. Generally, not large income 
folks, but they'll spend their last dime 
for clothes. The more educated group 
dresses a little collegiate and has 


96 


adopted the appearance of the men in 
the professions or the business they 
find themselves in. But the vast ma- 
jority still stick to their traditional 
dress. 

Their feet present a peculiar prob- 
lem. Many of them have extremely big 
heels, way out of proportion to the 
rest of the foot. They like small, tight- 
fitting shoes. Since their incomes are 
mostly in the low brackets, there is a 
price problem to beat. 

The younger high school colored chap 
is buying walled toes with all the fancy 
stitching and large perforations in- 
cluded. The older fellow wants light- 
weights, long looking lasts, light yel- 


custom bootmakers both here and 
abroad. Begin with tried and accepted 
models. Then, depending on how far 
they want to go, they can build a short 
or long line covering New York 100 
per cent. Subsequently, this line should 
cover the entire country. 

It seems to me that in creating a new 
men’s shoe line—like a new play—if 
it’s a success in New York, it is a suc- 
cess in the rest of the country. 

Even if a manufacturer’s big distri- 
bution is not in New York, I believe 
that by gearing his line to New York 
ideas he will not only increase his dis- 
tribution in New York, but all over the 
United States. It’s worth a _ second 
thought. 
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COMFORT hits new high in leading 
fashion designs...thanks to Lastex 


You've noted how many new shoe fashions glove the foot—fit is supremely important 
throughout. That’s where Lastex yarn wins praises and thanks from manufacturers, 
stores, customers alike. Leathers and fabrics elasticized with Lastex are used at the 


arch and instep to assure sleek smoothness and support without gaping or binding. 


For models, samples and prices of those types of shoe materials made 
with Lastex yarn, which are now available, apply to ALFRED VAMOS, 
406 Marbridge Building, New York City. Alfred Vamos is the inventor 


and patentee* of Vamos stretchable shoes and is the selected consult- 
ant for shoe manufacturers using materials made with Lastex yarn. 
*Patents assigned to United States Rubber Company Reg. U. S. Pat. Off. 
..- The Miracle Yarn that Makes Things Fit @ 


An elastic yarn manufactured exclusively by UNITED STATES RUBBER COMPANY 
1230 Avenue of the Americas, Rockefeller Center, New York 20, N. Y. 








EVERY DAY IS 


SIZE-UP DAY 


Ger ee 


by GERDA & 
NEW YORK 


ALL SMOOTH LEATHER 
CHILDREN’S SLIPPERS 
Packed in our New Gerdakins Boxes 


Variety and colors plus all | ather con- 
struction . . . just the combination to 
make your slipper department go over 
in a big way. Prices down— 
Volume up. A wonderful sales 
asset and a gqrand value. 
Order only your pres- 

ent needs NOW. 


Samples and 

Mats on Re- 

quest. Delivery 

at once F.O.B. 
N. Y. 


402 
All Smooth Leather Bootee Hard 
—— Leather Soles. Colors: 
Blue, Red. Sizes: 5-2 
B12, 1214-3. Regular half sizes, 


$1.90 


302 

Ali Smooth 
Leather Opera 
Hard — 
Leather Sol es. 
: Brown, 

Blue . Sizes 
5-2, " B/A-12, 122-3. 
Regular half sizes. 


ERDA 


GERDAGRAM FOR EXPORT 
DUANE STREET, NEW YORK 13, N. Y 
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Shoe Store Keeps Its Customers Happy 
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whole color scheme harmonizes nicely with the pure 
white ceiling, the pale green walls. 

“Since we try for the trade of the woman who is per- 
haps more critical than the average customer.” Mr. 
Burke said, “we try to keep an up-to-date stock of shoes 
in all sizes.” 

There are three experienced salesmen. as well as a 
saleswoman. A special effort is made to make friends 
with the children. 

The building up of trade, month by month, at Burke’s 
Shoes has surpassed even the owner’s expectations. “We 
had the biggest Easter trade we have ever had.” he said. 
Store sales have already equaled last year’s six month 
period, notwithstanding the unprecedented snow. cold. 
and bad roads, which caused trade to drop to a new low 
through a six or seven weeks’ period earlier in the year. 

“Just as I think I know the big trade territory around 
Dodge City,” Harrison Burke said. “I see the increase 
in business coming our way and have to raise my esti- 
mate about its shoe needs and make plans to get my 
share of future shoe sales.” 


In-Store Video Broadcast 
Builds Shoe Sales 
A HIGHLY UNUSUAL form of within-the-store pro- 


motion, consisting of simultaneous television presenta- 
tion on ten sets in various parts of the store. has been 
boosting sales for the women’s shoe department at Zion 
Co-operative Mercantile Institution, Salt Lake City. Utah. 

Under the plan, the ZCMI store set up a completely- 
equipped television broadcasting studio on the second 
floor, where the video camera picks up presentations 
reproduced on the ten sets at traffic centers through the 
store. Each afternoon, a one-half hour program is pre- 
sented, with the script, merchandise shown. and action 
all designed by a buyer who is “guest starred” for the 
afternoon. Buyers, invited in turn, may display new 
merchandise, demonstrate items under special promo- 
tion, and give as many as five thousand people at once 
a clear idea of the department’s offerings for the season. 

The women’s shoe buyer at ZCMI utilized the program 
to show shoe styles for both daytime and evening wear. 
Low-heeled sport shoes, high-heel evening slippers, as 
well as sandals, oxfords, walking shoes, were shown. 

At the end of the program, the women’s shoe depart- 
ment received a heavy rush of traffic, almost every new 
customer asking to see a specific pair of shoes which 
had been dramatized on the television screen — with the 
result that sales jumped tremendously. These customers 
had been shopping in the record department, fabrics, no- 
tions, housewares, etc., when the television broadcast 
began, and the promotion thus demonstrated the pulling 
power of “visual advertising.” 
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The Buses Build Business 


A PLAN THAT at one stroke benefits the entire city 
and pours added profits through the cash register of the 
city’s shoe merchants has been put into effect in Sac- 
ramento, California. In several months’ successful op- 
eration, the plan has proved a decided boon both to the 
civic appearance of the city and to its shoe merchants. 

The plan is simple, and was developed in an effort 
to do something about a bad municipal situation plagu- 
ing Sacramento. Like a great many other U. S. cities, 
the California capital has insufficient parking facilities 
for the thousands of automobiles that jam its business 
district every day. Workers were inconvenienced be- 
cause there was no place to leave their cars. The buses 
that pour shoppers into the business district stores were 
so crowded at the peak hours that potential customers 
tended to ask themselves the old wartime question: “Is 
this trip really necessary?” The result of all this con- 
fusion and inconvenience was not only annoyance for 
the people who had to go‘into the commercial area 
every day, but a falling-off in the volume of the city’s 
downtown shoe merchants. The sales fell off simply be- 
cause it was next to impossible to reach the stores. 

What could be done about it? Shoe merchants asked 
that question of themselves in a meeting held months 
ago at the offices of the Sacramento Chamber of Com- 
merce, where retailers had gathered to discuss the com- 
mon sales-killer that they all faced. Finally, a solution 
was worked out. In working it out, the shoe merchants 
found that they had not only solved a sales bottleneck 
that faces retailers in many cities today, but had forged 
a first rate sales building tool in the process 

The plan is simple. A. S. Dudley, secretary-manager 
of the Sacramento Chamber of Commerce, explains its 
workings: 

“In order that Sacramento’s shoppers might be in- 
duced to leave their automobiles home and come down- 
town to do their shopping between the hours of 10 A.M. 
and 4 P.M. in order to relieve early morning and late 
hour congestion on the buses. the merchants in this 
area agreed to reimburse customers who would use the 
buses between the above-mentioned hours. 

“Persons riding the buses between 10 A.M. and 4 
P.M. are given a pink slip by the conductor upon enter- 
ing the bus. Shoppers making purchases at the down- 
town stores in amounts of $1 or more and presenting the 
“pink slip” are given two bus tokens. In other words, 
patrons are reimbursed for bus transportation when they 
make purchases of a dollar or more and show the pink 
slip which indicates that they have complied with the 
ruling which is to assist in eliminating automobile traf- 
fic in the downtown business area and also encourage 
people to ride the buses at off-hour peak periods. 





Cevdaline 


by GERDA  & 
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Smooth Leather 
Uppers. Electrified 
Shearling Lining. 
Soft, Smooth Lea- 
ther Soles. Full Sizes 
—5 to 12. Colors: 
Red with White 
Leather Trim, Blue 
with White Leather .- 


‘oo $1.85 


CHILDREN’S 
LEATHER SLIPPERS 


Upholding its staunch reputation as the “House of Hits”, 

da offers its retailers more star values. Everythi you 
n to keep your customers content and satis are 
wrapped up in these two little numbers. Style, comfort, 
color and attractive prices that mean easier selling. Size vp 
now and again as your needs require. Buy Gerda and keep 
prices down—volume up. 


Samples and 
Mats on Re- 
quest. Deliv- 
ery at once 

B. N.Y. 


F.O. 


All Smooth Leo- 
therGore Opera, 
Hard, Flexible 
Leather Soles. 
Colors: Blue, 
Red. 

Sizes: 5-3, Regu- 
iar Half Sizes. 


$1.75 


5 


‘ 


ie 





if 1 " TW f A R 
COMPANY, INC. 


“Newspaper stories and a limited amount of advertis- 


GERD 


; GERDAGRAM FOR EXPORT 
158. DUANE STREET, NEW YORK 13, N. Y 


ing signed by the merchants participating, together 
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The news is getting around! Women who know 
look for the Trimfoot Man—welcome the relief 
that Trimfoot appliances bring them . . . even in 
their prettiest shoes. Be the Trimfoot Man in 
your store, get your share of profits from the sale 
of Trimfoot ...and from extra shoe sales you'll 
make to satisfied customers. 

Here’s your opportunity to make extra sales and 
profits. Write to Trimfoot today, let the Trimfoot 
Man from Farmington tell you how to make more 





pay ... more often. 


APPLIANCE PRODUCTS DIVISION 


kad 4 





Trimfoot Company e Trimfoot Terrace e Farmington, Mo. 


Review of the 
Retail Trade 


[CONTINUED FROM PAGE 68] 


that most of the shoppers would 
take almost any style or color as 
long as the reduced price was in the 
neighborhood of $6.95. Men’s shoe 
prices held firmer, with only one 
store advertising big reductions and 
these in factory-damaged items. 
The Fall outlook was termed fair 


100 


by most Lincoln buyers, with com- 
mitments generally slightly heavier 
than last year. Two salons featur- 
ing high-style merchandise, how- 
ever, are taking on new medium- 
price lines to retail around $10.95 
and $12.95. Despite trade predic- 
tions that the closed shoe will be 
highly important during the coming 
season, buyers are still ordering lots 
of open toe and heel models. Opera 
pumps in both medium and high 
heels have already shown some ac- 








tivity and are expected to be good 
for Fall. Platforms. especially the 
comfortable one-half-inch model, 
also are being ordered in good vol- 
ume, as indications are that Lin- 
coln women will not readily forego 
the inherent comfort of such soles. 

Recent opera pump sales have 
been mostly in black and brown, but 
buyers look for a thriving Fall busi- 
ness in various styles of dress shoes 
in grey, blue, wine and green, in 
about that order, in _high-style 
salons. Sandals will be shown ex- 
tensively this Fall, but one buyer 
said he is shying away from the 
ankle straps. Models he has ordered 
are mostly with instep straps. 

Commitments made by Lincoln 
buyers will make it possible for 
women’s shoe departments to show 
an increase in the Fall over last 
years business, but George Mc- 
Laird, manager of the Hovland- 
Swanson shoe salon, pointed out 
that customers have become highly 
selective and it has been necessary 
to buy with pre-war caution, as well 
as to place more emphasis on mer- 
chandising. 

The manager of a shoe store cater- 
ing to the volume business reported 
an unusually strong demand for 
brown welts in late July, while in- 
dications are that brown-and-white 
saddle shoes will be a heavy favorite 
with the school girls again this com- 
ing season. The closed-toe-and-heel 
baby doll opera pump has been a 
volume seller at his store in recent 
weeks, both in black and the high 
colors. 

Black suede and kid pumps and 
sandals are picked as best Fall sel- 
lers by J. D. Paramore, manager of 
the Baker Shoe store. He looks for 
the sling pump to be most popular, 
but thinks the ankle strap will run 
a close second. 

Tom Crawford, buyer at Magee’s, 
said that men’s shoe sales have run 
ahead of last year, with the big de- 
mand for brand names which have 
been in short supply. Less demand 
for two-tone shoes was noted this 
Summer, however, and the trend 
has been to heavy types in wing-tips 
and moccasin toes which can be 
worn the year around. 
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Patented Rubber Bristles 


make SCOTT Brushes 
Faster Selling! 








Outcleans others, easier! Removes 
every trace of dust, dirt and grime 
without harm to the finest shoes, Pat- 
ented rubber bristles do a superior job. 
Very easy to use. New durable plastic handle in assorted colors. 
Packed in individual cartons. You’ll sell 
a lot of them at 69¢. 









Dozen $4.20 
VY, Gr. 24.50 
Gross 48.00 


Handy Purse Size 


Quality purse-size suede 
brush, popular with 
ladies, Cleans quickly 
and easily. Sell with 
each pair of shoes. 
3 dozen in attractive 
display carton. Re- 
tails at 35¢. 


SOLD EXCLUSIVELY 
THROUGH SHOE STORES 
SHOE DEPARTMENTS 
AND FOOT SPECIALISTS 








WRITE for 
complete catalog. 


OMAHA2. NEBRASKA 





- FOOT APPLIANCE 








Quality and fine Crafts- 
manship...more of it 
today than ever before 
... ‘that you can be sure of” § 





The Buses Build Business 


[CONTINUED FROM PAGE 99] 


with display cards in merchants’ windows and advertis- 
ing cards on the buses were methods of educating the 
public to this plan. 

“The results have been so satisfactory that the plan 
continues in operation.” 

One shoe merchant has this to say about the plan: 

“When we first conceived this idea, we had only one 
end in mind—to remove the obstacle that made it so 
hard for customers to shop in the stores of the main busi- 
ness district. But after the plan had been working for 
a short time we discovered that we had something in 
the way of a business-building gimmick, too. We started 
out to remove a volume-killer. We found we had a 
volume-maker, too. 

“It has worked so well because all of us are human. 
We like something for nothing. Getting a free bus ride 
falls into that classification. Joe Doakes, the customer. 
might have deferred some of his buying, but when it 
costs him nothing to go down and do it, he makes more 
trips to the stores in the business district than ever 
before. That’s where we come out, not merely even, but 


ahead.” 
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Catering to Children Pays 
SPECIALIZING in children’s corrective footwear is 


an important function of the Bootery, 354 First Avenue, 
North, St. Petersburg, Florida. 

The owners, Pat M. Carder and Clifford B. Gould, 
believe that a child should be properly fitted for good 
posture and they take great pains to accomplish this end. 
Children parade up and down a platform barefoot while 
the owners decide what type of shoe would best fit their 
feet. 

The walls of this store are attractively illustrated with 
paintings of Mother Goose rhymes, painted by a famous 
artist. To amuse the young customers further, small 
chairs and a hobby horse are provided on the platform. 

The owners are long experienced in orthopedic foot- 
wear. Mr. Carder has spent 25 years in the shoe business. 
Starting his career in Akron, Ohio, he became interested 
in children’s footwear when he was with the Shoemaker 
Shoe Company which specialized in footwear for chil- 
dren with abnormal feet. 

Although the store has been operating in St. Peters- 
burg only since March 1 of this year, an immediate ex- 
pansion for its growing business is planned. Another 
store will be located in the city and one out-of-town 
store will open soon. 
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Only an expert can quickly spot the difference 


between a mushroom and a toadstool. And that f 





difference counts! . . . Sole leathers, too, have 





important differences ...no matter how much 
they look alike. It takes the expert skill of 


England Walton craftsmen to recognize similar 







fibre structures at a glance .. . . and to mate them for 





paired flexibility and longer, more even wear. 
That’s England Walton FIBRE-SORTING ... the 
plus feature that makes good shoes better. 







Today, when shoe-buyers are bargain-minded as 





never before, it’s good business to give them the 
extra value of England Walton FIBRE-SORTED SOLES. 
wWoosysnw sq $1 do} aq? 38 suO Ls 












Three greatly magnified cross-sections of sole leather. A and B are similar in fibre structure; C is 
noticeably different. England Walton experts will pair A and B,and find a matching fibre-structure for C. 


England Wallon 
FIBRE-SORTED SOLES 


Cut soles and sole leather - Pure oak bark tanned 


England Walton Division 
A. C. LAWRENCE LEATHER COMPANY 


Boston + Camden + Peabody + NewYork «+ St.lovis + Columbus + Milwaukee 
Los Angeles e San Francisco e Ashland, Ky. e Newport, Tenn. e Hazelwood, N. C. 
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RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Prices Increased by Two St. Louis Firms 





Changes Announced by International and Johnson, Stephens 
& Shinkle Followed by Confirmations and Denials 
of More to Come Though Retail Levels 


May Remain the Same 


St. Louis. — Sharp differences of 
opinion concerning the future of prices 
were revealed by manufacturers here 
following the recent announcements of 
increases by International and John- 
son, Stephens & Shinkle. 

One group was fairly consistent in 
expressing a belief that wholesale prices 
generally would show little change, 
while others flatly stated that prices 
would have to go up in order to offset 
increased production and material costs. 
Probably the paramount stumbling 
block at the moment in the pricing of 
shoes for the remainder of the Fall 
selling season is the prolonged negoti- 
ation between the AFL Boot and Shoe 
Workers Union and novelty manufac- 
turers, which, as this is written, has nct 
resulted in a contract. 

Shoe workers are asking for a con- 
tract based on cost-of-living increases 
from a base of October, 1947, with 
a 3-cent hike every time the consumer 
price index moves up five points, simi- 
lar to contracts in effect at Interna- 
tional and Brown. 


Awaiting Wage Settlement 

“Whether the early August increases 
announced by International and John- 
son, Stephens & Shinkle, and the early 
July increases of Brown on their men’s 
and children’s lines refiect a market- 
wide movement of increases,” a spokes- 
man close to the industry told Boot & 
SHOE RECORDER, “will depend on the 
outcome of current negotiations with 
shoe workers.” 

Actually, the increases at Interna- 
tional bring prices back to about the 
level of October, 1947, offsetting reduc- 
tions put into effect last March, with 
some prices slightly above and some 
slightly below those in effect at that 
time. The increases at International 
average approximately 10 cents a pair, 
were effective August 2, and include 
most of the company’s shoes. Increases 
resulted, International said, because of 
increased costs of materials and labor. 

While the prices of some lines remain 
unchanged, most of the company’s 
shoes, consisting of men’s, women’s and 
children’s lines, are affected by price 
increases ranging from five cents to 25 
cents a pair. Prices of Vitality, how- 
ever, Queen Quality, Dorothy Dodd and 
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Conformal were not changed. 

Johnson, Stephens & Shinkle’s in- 
creases were 20 cents a pair on most of 
its shoes, although the casual shoes were 
not affected. The price adjustment will 
put more of the company’s shoes in the 
$13.95 retail bracket, although other 
parts of the line will continue to retail 
at $12.95. 


Other Increases Rumored 


Shortly after the announcements by 
International and Johnson, Stephens & 
Shinkle, reports were being circulated 
that several other manufacturers were 
upping the wholesale prices of parts of 
their lines by 10 to 15 cents a pair, al- 
though these reports were not con- 
firmed. When pinned down, spokesmen 
of the manufacturers concerned stated 
that they were merely in the process of 
adjusting the price of some shoes in 
their lines. 

From an authoritative source, how- 
ever, who would not permit use of his 
name, it was learned that one of the 
top- specialty manufacturers of style 
shoes in the market was raising the base 
wholesale price on plain pumps 20 cents 
a pair. In discussing the price trend of 
the market this individual said that, in 
his opinion, it would “not be unlikely to 
see a number of adjustments upward in 
certain patterns by a number of manu- 
facturers,” but that “these increases 
probably would be low enough not to 
affect materially the prices at retail.” 





To Operate Shoe Chain 
In Suburbs 


DALLAS, TEX.—Paul’s Shoes, Inc., 
have announced the organization of a 
series of suburban stores, to be opened 
soon in Dallas and other Texas cities. 

The first of these, it has been an- 
nounced by J. Mossiky, co-owner of the 
shoe store chain, will be opened in a 
new building now being completed for 
the firm in the Oak Cliff community of 
Dallas, at the corner of Jefferson and 
Madison Streets. 

A second Dallas store will be opened 
by the firm in the Highland Park Shop- 
ping Village — another growing com- 
munity center. 


Marshall Field Customers 
Vote on Shoe Colors 


CHICAGO Women customers at 
Marshall Field & Co., Chicago, will 
have something to say about what col- 
ors and materials will be available to 
them for Fall. Customers recently cast 
ballots as to their choice both of colors 
and materials. 


Their guide was a display of seven- 
teen shoes, all the same pattern, but in 
17 different colors in suede, elk, and 
calf leather. A sign beside the ballot 
box read, “Vote for your favorite col- 
ors and materials to help us have the 
best possible assortment in stock for 
your early Fall casual shoes.” Over 
400 ballots were cast the first day. 


Results of the tabulation will be used 
as a guide for Fall color and material 
buying for the casual shoe section. It is 
believed this method will encourage 
customers to return to buy the favor- 
ites for which they voted. It is also 
pointed out that one of the main reasons 
women fail to make a purchase, par- 
ticularly in casuals, is due to the fact 
they cannot find the particular color or 
material they are seeking. 


Several colors, not considered popu- 
lar either by store shoe authorities or 
manufacturer, were well up in the 
early voting. Popular in early returns 
were gray, ash blond, two shades of red, 
dark brown, and forest green. Suede 
was preferred in about 50 per cent of 
the balloting. 


Dollar Volume Maintained 
In New Haven Stores 


NEw HAVEN, CONN. — Dollar volume 
in New Haven kept well up to 1947 
figures during the first two weeks in 
July, due mostly to fairly successful 
sales. Women’s shoes were featured 
sale items in all but the highest priced 
stores; and chains, which swept into 
the sale promotions earliest, reported 
good response to shoes marked down 
from 33 to 50 per cent. For the first 
time in better than a year, some of the 
men’s shoe stores joined in the sale 
offerings, but results were not as good 
as those generally reported by the wo- 
men’s shops. 

Demand, store owners said, was still 
largest in casual and play shoes. Dressy 
shoes sold slowly, with blacks the most 
popular. Several stores reported that 
there was a brisk demand for medium 
heel pumps in all colors, a demand 
which they were unable to fill because 
of lack of merchandise. 
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Where Customers Can Window Shop Inside 





Extension of lobby floor into the store and the inclusion of giant shadow boxes tempt 
the passerby to window shop inside at Sutton’s in Rego Park, Long Island, N. Y. 


Reco Park, L. I. — A narrow fron- 
tage was responsible for the designing 
of a different shoe store named Sutten’s 
at 96-33 Queens Blvd. 

When Jack Zwick and Mac Lakin, co- 
owners of the successful “Jack’s Juven- 
ile Shoes,” purchased the property im- 
mediately across the street from their 
store, they found that it measured only 
13 feet in width, which wasn’t much. 
They retained Roy Adol Johnson, de- 
signer, to solve their problem. Mr. John- 
son’s solution was to carry the display 
window, with the outside terrazzo floor, 
right into the store all the way to the 
back. 


Along the left side, several shadow 
boxes were built. Window shopping traf- 
fic, therefore, can move into the store 
without interfering with customers. 

The front half of the store is used 
for women’s shoes and the rear half for 
men’s shoes. 

The interior has walls of egg-shell 
striated plywood squares and plain yel- 
low pastel. The shadow boxes are made 
of green striated plywood. The women’s 
section has comfortable egg-shell leather 
benches and a ceiling-length mirror 
flanked by green, patterned drapes. The 
men’s section has green leather chairs. 
The floor is covered with a rose rug. 





New Jersey Capital Reports 
Good White Business 


TRENTON, N. J. — White shoes have 
enjoyed a very good season in spite of 
the fact that a few stores began clear- 
ing them in May. Shoe retailing here is 
highly competitive, due to the high ratio 
of stores to population and the proxim- 
ity of New York and Philadelphia, but 
most shoe men entered August with a 
feeling of mild optimism regarding bus- 
iness prospects. 

Price resistance is not increasing and 
retailers hope to maintain volume by 
offering customers moderately priced 
footwear. Stores’ conception of what is 
moderate varies from $6.95 at one de- 
partment store to $8.95-$12.95 at an- 
other and $14.95 at one of the better 
specialty stores. 

Closely following whites in popular- 
ity have been gold shoes, but several 
shoe buyers express the opinion that 
golds may have had their day. In all 
colors and types, ankle straps have been 
in the lead, although sling pumps, san- 
dals, wedgies and all kinds of casuals 
have been in good demand. Stores cater- 
ing to the more exclusive trade report 
platforms are accounting for about 75 
per cent of sales. Preferred colors hav2 
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been black, blue, brown, green and red. 
A few stores have sold more browns 
than blues and more reds than greens. 
Combinations with white have been 
generally poor. Suede continues to be 
the most wanted leather. Doeskin has 
been popular in whites. 


Bids Received on Sole 
Taps for Army 





New York. — Sixteen leather cor- 
panies submitted bids covering 3,746,800 
pairs of leather sole taps recently in 
response to a request for bids on 1,800,- 
000 paers asked by the New York Quar- 
termaster Purchasing Office here. Prices 
asked ranged from a low of 49.5 cents 
to a high of 75.92 cents on regular sizes; 
and from 57 cents to 88.25 cents for 
extra large sizes. 

Companies submitting bids included 
Armour Leather Co., Walsh & Cody, 
Inc., Baer Leather Co., Berman Cut Sole 
Co., Covert & Co., Inc., Eberle Tanning 
Co., Morris Feldstein & Son, General 
Cut Sole Corporation, K. Hanfling & 
Sons, Howes Leather Co., Inc., George 
James Co., L & P Leather Co., A. C. 
Lawrence Leather Co., William F. Red- 
dish Co., Inc., U. S. Leather Co., and 
Morris Moskowitz. 





Dates to Remember 


Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel, Chicago, 
ll. August 30, 31, September |, 

Monthly Shoe Show, Michigan Shoe 
Travelers Club, Hotel Statler, Detroit, 
Mich. September 12, 13, 14, 1948 


Semi-Annual Allied Shoe Products and 
Style Exhibit, Hotel Belmont Plaza, 
New York City. Sept. 12, 13, 14, 15, 1948 


Advance Spring Opening, The Guild of 
Better Shoe Manufacturers, New 


York. Week of Sept. 13, 1948 


Official Opening of Leathers for Spring, 
Tanners’ Council of America, Wal- 
dorf-Astoria Hotel, New York. 

September 14, 15, 1948 


Shoe Manufacturers Spring Opening, 
under auspices of Eugene A. Richard- 
son, Hotel New Yorker, New York. 
October 17, 18, 19, 20, 21, 1948 


38th Annual Convention, National Shoe 
Travelers’ Association, Morrison Hotel, 
Chicago October 2! and 22, 


National Shoe Fair, Chicago, Ill. 
October 25, 26, 27, 28, 1948 


Shoe Show, Northwestern National Shoe 
Travelers Association, St. Paul Hotel, 
St. Paul, Minn. Oct. 30 - Nov. 2, 1948 


Annual Shoe Fair, Michigan Shoe Travel- 
ers Club, Hotel Statler, Detroit, Mich. 
October 3!, Nov. I, 2, 3, 


Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh, Pa. 

November 6, 7, 8, 9, ‘948 


z 
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Advance Spring Showing, Southeastern 
Shoe Travelers, Inc., Sheraton Bon Air 
Hotel, Augusta, Ga. Nov. 7, 8, 9, 10, 1948 


Spring Buying Show, Middle Atlantic 
Shoe Travelers Association, Benjamin 


Franklin Hotel, Philadelphia, Pa. 


November 13, 14, 15, 16, 17, 1948. 


Shoe Show, Tri-State Shoe Travelers As- 
sociation, Hotel Statler, Buffalo, N.Y. 


November 14 and 15, 1948 
Spring Shoe Show, Central States Shoe 
Travelers Association, Hotel Muehle- 
bach and Aladdin Hotel, Kansas City, 
Mo. November 14, 15, 16, 1948: 


Spring Shoe Fair, Michigan Shoe Travel- 
ers Club, Hotels Pantlind and Morton, 
Grand Rapids, Mich. 


November 14, 15, 16, 17, 1948: 


Semi-Annual Shoe Fair, Ohio Shoe Trav- 
elers Club, Deshler-Wallick Hotel and 
Neil House, Columbus, O. 

November 14, 15, 16, 17, 


Annual Meeting, Tanners’ Council of 
America, Palmer House, Chicago. 


November 18 and 19, 1948. 


Shoe Show, West Coast Shoe Travelers 
Association, Haas Building, Hotels Bilt- 
more and Lankershim, Los Angeles, 
Cal. November 20, 21, 22, 23, 1948: 


Spring Style Show, Southwestern Shoe 

Travelers Association, Adolphus, Bak- 

er and Southland Hotels, Dallas, Tex. 
Nov. 22, 23, 24, 25, 1948. 


Popular Price Shoe Show, National Asso- 
ciation of Shoe Chain Stores and New 
England Shoe and Leather Association, 
Hotel Commodore, New York. 

November 28-December 2, 1948 
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Says Canadian Shoe Values 
Are Better Than in U. S. 


MonTREAL, CAN. — Canada has done | 


a good job in footwear, both from the 
government end, and from the stand- 
point of the shoe industry itself, ac- 
cording to Wilfrid Gagnon, head of 
Aird and Son of Montreal. Mr. Gagnon 
is also a director of the Canadian Na- 
tional Railway System. 

Mr. Gagnon recently pointed out that 
Canada has managed to keep quality 
up and costs down. He indicated that 
shoe prices now were higher than they 
were in 1939, but he went on to point 
out that if other commodities were com- 
pared, it would be seen that footwear 
prices went up far less proportionately 
than many other commodities. He be- 
lieves that the footwear industry had 
been very restrained under very difficult 
circumstances. 

Another point in favor of Canadian 
shoes, and all the allied industries, he 
said, is that, while before the war, gen- 
erally speaking, Canadian shoes of a 
comparable quality were dearer than 
American shoes, now the situation is 
reversed. Mr. Gagnon believes that 
shoes in Canada are now better for the 
same money than American shoes. 

Wartime controls saw the govern- 
ment and the shoe industry generally 
cooperating, and the tanners, too, 
worked whole-heartedly with the gov- 
ernment. As a result, the government 
was well served, and above all, the 
public, too, was the benefactor of these 
harmonious relations, he said. 





New York University to 
Test Display Effectiveness 


New York. — A pilot study of win- 
dow and interior display traffic in 
retail stores throughout the United 
States, has been undertaken by New 
York University’s School of Retailing, 
Dean Charles M. Edwards has an- 
nounced. The primary objective of the 
study is to measure consumer traffic 
and to evaluate reactions to window 
and interior displays, the dean said. 

“The study, which will use unique 
research techniques, is being directed 
by Howard M. Cowee, assistant pro- 
fessor of retailing, under a research 
fund granted to the School of Retail- 
ing by the National Association of Dis- 
play Industries,” Dean Edwards ex- 
plained. 

Assisting in the study will be a five- 
man research committee appointed by 
the National Association of Display In- 
dustries through which Professor 
Cowee will coordinate his efforts. 





WCSTA Hears Talks 
On National Politics 


Los ANGELES, CALIF. —- The impor- 
tant part that keen-thinking young men 
and women are playing in local, state 
and national politics was emphasized 
at the regular July meeting of the West 
Coast Shoe Travelers Associates. 


August 15, 1948 


Ay Pp R I M A- the Consistent Sales Leader in Flats 


















® 





PRIMA 
BALLERINA 
(hard sole) 





PRIMA 
DOLLERINA 
(hard sole) 
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PRIMA 
SLING-BACK 
BALLERINA 
(hard sole) 











“BMot Makonste the How Gonoration 


PriMa. Him@.. 705 Ann St., Columbus 6, Ohio 


= No. 122—Smooth colt leather in black, white, red or green, $3.00 

No. 123—Soft suede in black, red, green or brown, $3.00 

No. 120—New pinwale corduroy for Fall, in brown, red, green, 
beige, wine and grey, $2.85; also in black Faille, black 
Moire and black velvet, $2.85 

No. 121—Sleek satin in pink, black or dyeable white, $2.85 

No. 124—Distinctive metallic fabric in gold or silver, $3.00 

No. 125—Genuine 24-karat gold kid, $5.40; silver kid, $4.80 


. 132—Smooth colt leather in black, white, red or green, $3.45 
No. 133—Soft suede in black, red, green or brown, $3.45 

No. 131—Sleek satin in black or dyeable white, $3.00 

No. 134—Distinctive metallic fabric in gold or silver, $3.45 

. 135—Genvine 24-karat gold kid, $6.00; silver kid, $5.40 


No. 142—Smooth colt leather in biack, white, red or green, $3.60 
No. 143—Soft suede in black, red, green or brown, $3.60 

No. 141—Sleek satin in black or dyeable white, $3.30 

No. 144—Distinctive metallic fabric in gold or silver, $3.60 

No. 145—Genuine 24-karat gold kid, $6.60; silver kid, $6.00 


No. 162—Smooth colt leather in black, white, red or green, $3.00 
No. 163—Soft suede in black, red, green or brown, $3.00 


All styles full barefoot Faille lined, with 
drawstring for better fit and appearance. Sizes 
5/10 in AA and 3/10 in B. There is a service charge 
r of 10¢ per pair on all orders for less than 12 pairs 
of a style. Terms—net 30 days. 





























One-strap style 


Two-strap style (not illustrated) 


HANDMADE + HAND-LASTED 





At this luncheon, presided over by 
Vice-President Walter Galvin, Assem- 
blyman Laughlin Waters, who was a 
delegate to the Republican National 
convention at Philadelphia, told some of 
the inside happenings there. This gifted 
speaker held the attention of a large 
audience with his down-to-earth talk on 
current political happenings. Preceeding 
him was Mildred Younger, a young 
woman who is chairman of the State 
Central Republican speakers’ bureau. 

At the next meeting, the Democratic 
side will be given by prominent 
speakers. 


Juvenile Shoe Shop Opened 


MILWAUKEE. — Warren J. McKenna 
has opened his new shoe store devoted 
exclusively to juvenile shoes at 3443 N. 
Green Bay Avenue, in Milwaukee. He 
was formerly assistant manager of the 
Florsheim shoe store at 144 W. Wis- 
consin Avenue, in downtown Milwaukee. 





Kinney Plans New Store 

OpEessA, TEX. — The Kinney Shoe 
Co., has leased the new building being 
erected at 413 North Grant St., Odessa, 
for a period of 10 years. The store is 
being air-conditioned and a modern 
front is being installed. 
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Creating and 
maintaining con- 
sumer's confi- 


The A. S. KREIDER CO. 
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Once a COPEG customer—al- 
ways a COPEG customer! That’s 
because custom-crafted COPEG 


| Shoes embody features of con- 


homfies 


dence since 1894, our line of shoes for children up to age 5 
gives you fast turnover and steady profits. Price is low, value 
high. A wide variety of patterns to choose from in two price 
lines. In stock. Nationally advertised. Your inquiry is welcomed. 


struction no others — 
with Hand-Pegged Arch that 
never lets the foot down and 
with fitting, wearing and com- 
fort-giving qualities rarely found 
in any shoe at any price! 


Yes! Dr. Scholl’s COPEG is the 
same footwear made since 1868 
by the old guild of master shoe- 
makersof Copeland & RyderCo., 
Jefferson, Wis., now a Division 
of The Scholl Mfg. Co., Inc. 


THE ONLY SHOE OF ITS KIND IN THE WORLD! 





Famous Hand-Pegged Arch 


IN STOCK STYLES: 
5100 and 5400—Outfiare Las? 
5106 and 5406—Knox Last 
5107 and 5407—Dover Last 
5144 and 6144—Tim Last 
2107 and 2407—inwood Last 
Black, Tan Kid; Black, Tan Calf 
6 to 14—AAA to EE 
OPPORTUNITY! Open a Dr. Scholl’s 
Foot Comfort Service Department, fitting 
Dr. Scholl’s Arch Supports, Remedies, 
Shoes. Write for details and catalog of 
Dr. Scholl's COPEG Shoes. 


THE SCHOLL MFG. CO., Inc. 
213 West Schiller St., Chicago 10, 
62 West 14th St, New York 11. 


see tee eo oe ee a ee 





Model Store Designed with Help of NSRA 


through research and with the coopera- 
tion of the National Shoe Retailers’ As- 
sociation, the “‘model” shoe store was 
designed so that two factors of special 
importance would be provided — smart- 
er appearance and better service. To 
supplement the design, an “Ideas” port- 
folio has been prepared for free distri- 
bution to those interested. The portfolio 
explains in detail the ideas presented in 
the plan and makes a number of addi- 
tional suggestions. 

The “model” shoe store is not offered 
as a rigid blueprint which must be fol- 
lowed precisely, but as a composite of 
helpful ideas. Many of the ideas can be 
adopted without major changes. 

One of the most important features 
of the “model” plan is the arrangement 
of the store departmentally so that full 
use is made of the floor space available. 
An effort has been made to make the 
store both highly attractive to custom- 
ers as well as practical and efficient for 
the management. A central stock unit, 
for example, has been provided and pro- 
vides a natural division between the 
men’s and women’s departments. Active 
stock for the entire store is shelved in 
the central unit to do away with the 
customary rows of boxes around the 








The design of a “‘model’’ shoe store which is being offered by the Armstrong Cork 
Company as a service to shoe merchants. The design incorporates a number of ideas 
to help meet today’s rising competition. 





LANCASTER, Pa. — The design for a 
“model” shoe store, incorporating a 
number of ideas to help meet today’s 
rising competition, is being offered as a 
service to shoe merchants by the Arm- 
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strong Cork Company. The store design 
was presented in a color page in Time 
Magazine, the Saturday Evening Post 
and Newsweek. 

Working from information gained 


sales area. Salesmen enter the stock 
area through curtained doorways. The 
central stock unit is connected with the 
main stockroom in the back of the store 
so that it can be kept supplied with a 
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full stock at all times without going 
through the sales area during rush 
periods. 

Large glass windows flanking the two 
entrances give an unobstructed view of 
the store interior and of the merchan- 
dise on display. In the center has been 
located a window in a recessed entrance 
bay so that ample room is provided for 
educational displays. The two entrances 
on either side of the center window lead 
into either the men’s or women’s de- 
partment of the store. Recessed flood- 


lights in the marquee provide abundant 


light for the entrance area. 

Adding greatly to the appeal of the 
women’s department are the novel shoe 
display racks. Designed for efficiency 
and yet in harmony with the feminine 
decorative scheme, the racks are ar- 
ranged so that various shoe styles may 
be displayed on graceful individual 
brackets set in the wall above the seat- 
ing units. This helps customers in mak- 
ing style selections before the shoes are 
tried on. The seating arrangement helps 
to do away with a crowded appearance. 
In each group of four seats, two are 
placed forward and two back. A ledge 
back of the two center seats can be used 
for spot display. 

The decorative scheme of the men’s 
department is strictly masculine. It is 
highlighted with coffered wall panels 
for the display of shoe styles. The seat- 
ing arrangement for men is the same as 
that for women. 

Another feature of the “model” store 
is the design of a movable unit which 
serves as a sales counter and a window 
display. The side which faces the in- 


terior of the store is a complete stock, | 
display, and sales unit for hosiery. The | 


other side of the movable unit may be 
placed next to the street near the center 
show window so that it serves as a dis- 
play. It may also be used for feature 
displays when they are desirable in 
other sections of the store. 

The cashier’s booth in the “model” 
plan is located at the front of the cen- 
tral stock section. Sales from either the 
men’s or the women’s department are 
recorded here. It is also the logical spot 
for package wrapping and the display 
of special items. The cashier can easily 
double as sales girl for this impulse 
purchase merchandise. 


He’s the retail clerk who sells your shoes. 





Right now, his customers are asking more 
| and more questions. The answers he gives, 
or fails to give, can make or break your line 
| at the point of sale. For shoes are no mere 
| pick-up purchase ... the best shoe made 
cannot be sold and re-sold unless it is prop- 
erly presented and fitted. The clerk must 
know lasts, styles, features .. . his need for 
product education is real,continuing,urgent. 


He needs help—your help. He needs it now. 
Show him how to combat price resistance 
with a strong story about quality, comfort, 
style. Tell him he’s not alone in this battle 





A tiered display case for the promo- | 


tion of handbags is located near the en- 
trance to the store. Tubular lighting, air 
conditioning and sound conditioning has 
been provided to make the store a more 
comfortable and pleasant place to shop. 

Enhancing the inviting appearance of 
the store is the floor of Armstrong’s Lin- 
oleum. The flooring in shoe stores is 
particularly important, since customers 
trying on shoes focus their attention 
automatically on the floor. Care has 
been taken to select a pleasant and at- 
tractive floor pattern as part of the en- 
tire decorative scheme. 


Store Celebrates Anniversary 


NIAGARA FALLS, N. Y. — Niagara 
Kenmore Boot Shop, 2123 Main St., 


August 15, 1948 


100 EAST 42nd STREET, NEW YORK 








Mr. Shoe Advertiser: 


YOUR FUTURE DEPENDS ON THIS MAN 


What are you doing to help him? 


for sales—that you're backing him up with 
strong advertising and sales promotion. En- 
courage him with sincere, honest, convin- 
cing, informative advertising in Boot and 
Shoe Recorder—his favorite business paper. 
Together, you can turn the spotlight of 
truth on confused public attitudes toward 
shoes . . . and light the way to a brighter 
future for the entire industry. 


Euerglady in shoes wads 


ecorder 


A Chilton © Publication 
i7, We YY. 





marked its first anniversary with an 
unusual newspaper ad built around a 
sketch of a large birthday cake with 
one candle. 

“Everybody’s Happy,” said the ad 
caption. “We’re celebrating and having 
our first anniversary. Just a year ago 
we opened the Niagara Kenmore Boot 
Shop. On this occasion, we are receiving 
well wishes from our many admirers. 
Our first year has been made unusually 
happy for us due to the splendid man- 
ner in which our merchandise has been 
received in the Niagara Falls area. We 
pledge a continuance of ‘Service That 
Satisfies’ in all the years to come.” 


Store Hours Changed 
By Merchants 


LaconiA, N. H.—A new schedule has 
been adopted by local stores, which will 
now remain open Friday night instead 
of Saturdays, and keep open Wednesday 
afternoon to take advantage of the 
tourist trade during the Summer and 
Fall, it has been announced by the La- 
conia Merchants’ Committee. 

The decision to open stores Friday 
nights was prompted by competition in 
Concord and the usual slackening in 
Saturday night business during the 
Summer months. 
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Up AND ‘IN View’... Setts More 


Get your merchandise UP where shoppers can see | 
it and thus increase sales. This Cham 
designed to elevate at low cost an 


countless display variations. 


Set illustrated in chrome consists of 4 metal units, 2... 
20 x 12 x 10", 2...12 x 10 x 8” and glass shelves $9145 
10x 12”,10x 16", 12 x 14”, 12 x 24”. Per set..No.EG4 $21 





ion set was 
to provide | 


Write for Metal Catalog 180 and Plastic 190 for additional shoe display 


equipment. 


€ Your one dependable source for everything in display equipment. 


L.A. DARLING co. 





LOS ANGELES, 3114 W. 75th. 





Bronson, Wjich. 


NEW YORK, 47 W. 34th; CHICAGO, 222 W. Adams; 





Most City Stores Report Six-Month Decrease 





Fifteen of 21 Surveyed By Bureau of Census Show Lower Dollar 
Volume Than During First Half of 1947 


WASHINGTON, D. C. — More minus 
than plus signs appear in the monthly 
Bureau of the Census survey of shoe 
store volume during the first six months 
of this year compared with the same 
period in 1947. 

In California, Oakland is the only city 
to show an increase, 2 per cent. Los 
Angeles stores decreased 8 per cent; 
Sacramento 12 per cent; and San Fran- 
cisco, 10 per cent. Here in Washington, 
the decrease was found to be 5 per cent. 
Chicago showed an increase of 2 per 
cent; Baltimore was off 15 per cent; 
and Boston 8 per cent. Detroit and Min- 
neapolis were each off 8 per cent; while 
St. Louis and Newark, N. J., showed 
decreases of 9 and 14 per cent, respec- 
tively. New York City reported an in- 
crease of 2 per cent while the up-state 
area, represented by Rochester, showed 
a decrease of 5 per cent. Increases were 
reported from both Cleveland and 
Youngstown, in Ohio—12 per cent in 
the former; 4 per cent in the latter. 
Volume in Philadelphia was off 12 per 
cent; and 7 per cent in Pittsburgh. San 
Antonio, Texas, reported a decrease of 
12 per cent; and Seattle, Washington, 
9 per cent. An increase of 3 per cent 


108 


was achieved in Milwaukee. 

In the comparison of June of this 
year with the preceding month of May, 
there were the following decreases: Los 
Angeles, 9 per cent; Sacramento, 11; 
Washington, 10; Detroit, 15; St. Louis, 
7; Cleveland, 1; Philadelphia, 7; Pitts- 
burgh, 2; San Antonio, 11; and Milwau- 
kee, 4. 

Increases in June over May were: 
Oakland, 8 per cent; San Francisco, 2; 
Chicago, 3; Boston, 17; Minneapolis, 
12; Newark, 4; New York, 8; Roch- 
ester, 8; Youngstown, 3; and Seattle, 2. 

The Bureau of the Census comments: 
“Subsequent to May, 1948, coverage of 
the monthly retail trade report is lim- 
ited to 68 census sample areas designed 
to yield reliable statistics for the nation 
as a whole and to the five states— 
Georgia, Nebraska, Ohio, Oklahoma and 
Texas—where reporting programs are 
conducted by bureaus of business re- 
search in the state universities in co- 
operation with the Bureau of the Cen- 
sus. This reduction in coverage is due 
to reduced appropriations for fiscal 
1949.” The bureau then lists 62 cities, 
data for which will be no longer avail- 
able. 





THE FINEST SHEARLING 
MONEY CAN BUY... LASKINLAMB 
For outdoor footwear ... fireside slippers, there 


is nothing to equal the luster, depth, and 
warmth of this first and finest of all dyed lamb. 


AY 6 AP 
Jj. LASKIN & SONS CORP., 130 WEST 30th ST., NEW YORK 1, N. Y. 
FACTORIES: MILWAUKEE, WISCONSIN 





Popularity Contest Staged 
By Milwaukee Store 


MILWAUKEE. — Dean Blair, formerly 
on the staff of the A & M Shoe Store in 
Oelwein, Iowa, is the new manager of 
Karl’s Poll Parrot Shoe Store at 430 
West Wisconsin Avenue, this city. 

The first promotion he put on was 2 
“Popularity Contest”. Daily newspaper 
ads told the public to come into the 
store for details of the contest which 
was awarding ten big prizes to the 
youngster to get the most votes by the 
ciose of the contest on August 15. 

Give-away blanks gave further de- 
tails. Every contestant who came into 
the store to register was given 20,000 
votes to start him off. If he asked, he 
was given pass-out cards upon which to 
write his own name and address and 
then give these to friends who planned 
to come to this store to buy shoes. Each 
such pass-out card brought into the 
store credited 5,000 votes to the young- 
ster named. Every $1 purchase added 
another 2,000 votes; and certain brands 
of shoes were worth 20,000, or 10,000 
votes per purchase. Every Monday 
2,000 votes were given for each pair 
of old, wearable shoes brought in for 
a charity campaign; and Fridays were 
double days with double the usual 2,000 
votes being given. 
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Named Advertising Manager 
Of Coward Shoe 


New YorK — Miss Eileen Meehan 
has been appointed advertising manager 
of the Coward Shoe, it has been an- 
nounced by Albert S. Aronson, vice- 





president and general manager of the 
company, 270 Greenwich Street, New 
York City. 

Before joining the Coward organiza- 
tion, Miss Meehan was associated with 
R. H. Macy for ten years. She was as- 
sistant to the vice-president in charge 
of marketing and research, and was 
sales promotion coordinator. 

Miss Meehan will be in charge of ad- 
vertising for the Coward stores in New 
York, Brooklyn, Boston and Philadel- 
phia. She succeeds Miss Marion Schuck- 
man, resigned. 


ae 


CCNY Offers Shoe and 
Leather Course 


New York. — “Shoes and Leather 
Accessories”, a new course designed to 
meet the needs of shoe retailers and 
their sales people, will be offered by the 
Evening and Extension division, City 
College School of Business, New York 
City, during the 1948 Fall Term. 

The course is given in cooperation 
with the National Shoe Retailers’ Asso- 
ciation, The National Shoe Manufac- 
turers’ Association, The Tanners’ Coun- 
cil of America, and The Glove Group. 
Seymour Helfant, co-owner of the Del 
Fant Shoe Shop, teaches the course with 
the assistance of executives from the 
shoe and leather industry. 

The structure and care of the feet, 
shoe construction, types of shoes, and 
the proper methods of correct shoe 
fitting will be covered. Starting with a 
study of leathers, the course will pre- 
sent the sources of raw materials, their 
preparation and manufacture, and gov- 
ernment rulings and terminology. Sell- 
ing points and care of shoes, gloves, 
handbags, and hand luggage will be 
stressed, and model stocks and methods 
of pricing merchandise will be discussed. 

Two sections of the class are offered. 
The first section meets every Monday 
evening from 8:45 to 10:25 P. M., start- 
ing on September 27, and the second, 
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SHOE FORM SERVICE! 


140 selections for just 
the right style and color 
... Complete Flexibil- 
ity for wide fitting range 


without distortion 





5 HEEL HEIGHTS 1 


1. High 


| ENTIRE SHOE 
\ INDUSTRY 
- y 
O¢g ae 
Sy, 


——| 





Z, 





every Wednesday from 6:50 to 8:30 
P. M., starting on September 29. Fees 
include $14 course fee, $2 registration 
fee, $1 library fee, and 50 cents student 
activity fee. 

Students may register for the course 
in “Shoes and Leather Accessories” by 
mail or in person. They may register 
in person in the Auditorium of the City 
College School of Business, 17 Lexing- 
ton Avenue at 23rd Street, New York 
City, on September 16, 17, 20 and 21 
from 6:00 to 8:30 P. M. 

Mail registrations must be in the 
form of check or money order made 
payable to the Board of Higher Educa- 
tion in the total amount of $17.50, 


3. College 


Specialties for THE ENTIRE SHOE INDUSTRY Since 1872 





(QNCR.. . THE WORLD'S MOST COMPLETE 


YOUR CHOICE... 
2 TYPES 


1. Regular Ankle Form 
2. Streamline Ankie 
Form 
3. Low Ankle Form 
. 

1. Plain Toes 

2. Toe Peeps 
Open Top 
2. Closed Top 


ene 2. Cuban 4. Play Shoe 4 
LONCe *5. Flat 12 ATTRACTIVE COLORS 


ViQUTC2 FORMS “CONFORM” FLEXIBLY 


BROCKTON +. 


CS. PIERCE COMPINY 28ecnzes. 


= 





covering all fees mentioned above, and 
addressed to the Evening Session Office, 
City College School of Business, 17 
Lexington Avenue, New York 10, N. Y. 
Students registering by mail must indi- 
cate whether they wish to attend the 
Monday or the Wednesday evening sec- 
tion. 


Chain Adds New Unit 


BENTONVILLE, ARK. — The Family 
Shoe Store, one of a chain managed by 
Alfred Felts of Siloam Springs, Ark., 
was opened in the Plank building here 
July 15. 








MEN'S KID ROMEOS 


“Twilight Foot Snugglers’, 
* Good Brown Kid leather 

* Good leather sole 
* Drill lined vamps 

* Brown rubber heels 





+B-525 Sizes 6 to 12 


$2.65 
3B-614 Same in Boys 7; to 6 $2.50 


#B-527 First Quality, full 
leather lined. Leather 
insole. Sizes 6 to 12 
Net 30 days — IMMEDIATE DELIVERY 
“HONEST MERCHANDISE YOU CAN SELL 
WITH PRIDE AND PROFIT’ 


C. W. MARKS SHOE CO. 


41 So. Wells St. Chicago 6, Ill. 


$3.35 
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That's all we ma 
That's why... 
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for men, women, boys and girls 








HUSKIES DIVISION 
HUSSCO SHOE CO. « 1328 BROADWAY 
@ 





Attractive Surroundings Increase Trade 


week, with shoes prominently displayed 
at the right near the entrance to the 











Comfortable seats and seating arr 


t, shelf display and mirrored panels have 


served to increase business in ‘this shoe department in the Landres Company's shoe 


department in Memphis, Tenn. 


MEMPHIS, TENN. — Given the same 
quality shoes, and equally pleasant per- 
sonnel, beauty will tip the volume scales 
toward the attractive salesroom. This 
has been demonstrated to Lee L. Frank 
and his partner, E. L. Haiman, since 
opening the remodeled shoe salon in the 
newly expanded first floor of The 
Landres Company. 

Located at 88 S. Main Street in Mem- 
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phis for the past thirty years, Landres 
Company was able recently to lease the 
adjoining building and expand the first 
floor sales departments to double the 
original width. The new front of the 
store features gleaming glass tile, and 
chrome trim. The show windows have 
curved corners and run diagonally the 
length of their Main Street exposure. 
All the windows are dressed twice each 


store. 

No longer are row on row of shoe 
boxes lined against the wall. Instead 
the customer is ushered to a comfort- 
able living-room type of chair, or is 
seated on one of the luxurious blond 
leather-upholstered divans which divide 
the center of the room, or chooses the 
wall-fitting curved one along the South 
wall. 

A study in pleasing color harmony, 
the soft green of the walls meets muted 
color contrast in the display coves which 
show footwear against a warm rose 
background, lighted by concealed fluor- 
escent lamps. Blending with the chosen 
color plan, the deep piled dusty rose 
carpeting stretches from wall to wall. 
Completing the furnishings, ecru tapes- 
try-covered occasional chairs are ar- 
ranged in uncrowded groups about the 
walls. 

On the wide shelf between the divans 
built against the two mirrored center 
columns, glass tiers spotlight a seasonal 
display, the decor softened with live 
potted plants in pottery bowls. Indirect 
ceiling lights add interest to the mir- 
rored panels, the full length mirrored 
doors, and the gleam of the highly pol- 
ished natural finish of the wood trim. 

Teamed with beauty is air-conditioned 
comfort, gas heated in Winter with 
thermostat control, and in Summer 
cooled by circulated refrigerated air. 
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Sales Increase in 
Los Angeles Area 


Los ANGELES. — Most measures of 
activity in Southern California showed 
increases during June. The business 
index of the Security-First National 
Bank of Los Angeles, as released by 
its Research department, shows that 
business advanced slightly during the 
month but remained a little below the 
peak attained in April. 

“As compared with a year ago, the 
index was up nearly 12 per cent. The 
psychology of businessmen continues 
bullish, at least with regard to the 
near-term outlook,” says the bank’s 
bulletin. 

“Department store sales in the Los 
Angeles area expanded in June for the 
fourth successive month, to reach a 





new all-time peak. Sales totaled over | 
20 per cent more than in June last | 
year, due in some measure to one more | 


trading day.” 





Named Merchandise Manager 
Of Six-Store Chain 


CuIcaGco.—Victor A. Johnson, former 
manager of the Oak Park suburban 


store of Wieboldt Stores, Inc., has been | 
appointed merchandise manager of | | 


shoes and accessories for the six stores. 
Mr. Johnson became associated with 


the Wieboldt organization in 1933. He | 


succeeds Paul Host who has been named 
merchandise manager for ready-to- 


wear, women’s outer and under apparel | 


and infants’ wear. 





Family Shoe Store Opened 


SANDUSKY, O. — Jim Reed’s Shoe | 
Store, under ownership of Mr. and | 
Mrs. James Reed, opened recently in 
remodeled quarters on South Elk Street 
in Sandusky. Mr. Reed has had 15 
years’ experience in shoe business with 
his father in Pontiac with the J. C. 
Penney store and in the Sears Store 


brands for the whole family. 





To Enlarge Department 


|. If you’re interested in handling a line of 
a nationally advertised women’s shoes—shoes 
high in quality, style, comfort and beauty, 
fairly priced—better get in touch with us 
. perhaps there’s a Foot Rest deal- 


Customers Say: 








. FOOT 
REST 


SHOES are a JOY 


to work in... 
play in... 


i= women who wear them find Krippen- ¥ 
|dorf Foot Rest Shoes ideal for every activity. 
As a result they return again and again to 
their K-D dealers for other pairs of their 


| favorite shoes. 


at once.. 


|ership open. 
shoe department. He handles well known | 


JACKSONVILLE, FLA.—The shoe de- | 


partment of Purcell’s, a woman’s spe- | 


{ 
} 


cialty shop, is to be remodeled during | 


the Summer and enlarged to care for 
increasing business. It will be almost 
double the present size. The announce- 
ment comes from R. J. Lewinson, presi- 
dent of the company. 





New Store Planned 


BuFFALo, N. Y. — David Abrams, 
president of Liberty Shoe Stores, Inc., 
has purchased the four-story building 
at 588 Main St. Mr. Abrams said he 
plans to spend about $20,000 moderniz- 
ing the structure. The property has a 
frontage of 20 feet and a depth of 
75 feet. 
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THE KRIPPENDORF-DITTMANN COMPANY e CINCINNATI, 


live in!” 






FOOT REST 


SHOES 
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Spring Shoe Opening to 
Have 400 Exhibitors 


NEw York. — More than 400 top- 
flight manufacturers and wholesalers 
will exhibit here at the Shoe Manufac- 
turers Spring Opening, according to 
Eugene A. Richardson, managing di- 
rector of the show. The opening will 
be held October 17 to 21 and will be 
the twenty-second of these affairs to 
be housed in the Hotel New Yorker. 

“The large volume buyers must have 
their Spring samples in the works early 
to permit distribution for an early 


Easter,” Mr. Richardson said recently. 
“This show will have nine floors of ex-. 
hibitors and an expected attendance of 
several thousand buyers.” 





Clothing Store Adds 
Shoes 

ANNISTON, ALA. — A line of shoes 
will be handled by the Woodruff-Glenn 
Clothing Company, which recently 
opened in a modern and well equipped 
location at 921 Noble Street. Charlie 
Woodruff and T. L. Glenn are the 
owners. 
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Unusual advertising for shoe store has been created near Huron, S$. D., by The Service 
Shoe Shop. It's really a park, owned by Harry Lampe, who operates the store. 


Huron, S. D.—Located one mile East 
of Huron is a most unusual outdoor 
advertising display, owned and main- 
tained by The Service Shoe Shop, a 
Huron retailer. 

This display is located at a wide bend 
in Highway 14, the principal East-West 
route to the Black Hills of South Da- 
kota. Colorful as it is by day, liberal 
use of vari-colored neon lights add to 
its interest at night. 

Principally displayed are 11 shoes, 
each 12 feet high, mounted to a height 
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of 16 feet. Originally, these shoes were 
used in individual road signs. In 1940, 
Harry Lampe, president of The Ser- 
vice Shoe Co., purchased the property 
East of Huron and moved the shoes to 
the one location. The tract of land in 
front of the signs was entirely cleared 
of trees but in creating “The Service 
Shoe Park” he planted several thousand 
trees and shrubs to provide the back- 
ground. 

Although constant additions have 
been made, the advertising is confined to 


the local shoe retailer except for a “Wel- 
come to Huron” sign which was in- 
stalled on behalf of the Junior Chamber 
of Commerce. 

Nor is there advertising competition 
for the display in the immediate vicin- 
ity. Mr. Lampe also owns the property 
across the highway and no signs are al- 
lowed to compete with the shoe display. 





Chicago Strike Ended 


CuIcaGoO—The strike of 1,000 workers 
in eight factories affiliated with the Chi- 
cago Shoe Manufacturers Association 
has been ended, it was announced on 
August 10 by a spokesman for the 
United Shoe Workers Union. Agreed 
on, it was said, were a five-cent in- 
crease effective immediately and a 
314-cent increase effective November 
15. Minimum salaries also were in- 
creased and it was agreed that other 
grievances be submitted to arbitration. 
The work stoppage had lasted approxi- 
mately four weeks. 





Store Sold by Chain 


DeETROIT.—The former Checker Shoe 
Store at 7146 Michigan Avenue has 
been taken over by Sol Kash, from the 
local Checker shoe chain, and renamed 
the Chadsey Shoe Store. The shop is 
being operated as a general family shoe 
store. Mr. Kash was formerly with the 
Linda Shoe Store in River Rouge, 
Mich. 
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Guild Prelude to Spring 
Opening September 13th 


New York. — The advance Spring 
opening of The Guild of Better Shoe 
Manufacturers, designated as the pre- 
lude to Spring showing, will be held the 
week of September 13th, it has been 
announced by Lou Sachar, president of 
the Guild. This is a scheduled selling 
period in the Guild’s five-openings- 
yearly program carried out continu- 
ously since its introduction in 1945 and 
will again be held in the showrooms of 
the Guild member firms. 

Five groups of footwear to be pre- 
sented at this opening are (1) late Win- 
ter shoes for daytime wear; (2) dress 
and evening shoes for holiday activities; 
(3) first Spring footwear; (4) resort 
models; (5) holiday gift boudoir needs. 
The months of November and December 
are the delivery dates of these shoes 
purchased during this next Guild week. 

“The timing of this opening is an 
ideal one for retailers who always come 
to New York right after Labor Day,” 
said Mr. Sachar. “Since the seasons are 
more advanced, buyers now need new 
merchandise early. They will receive in 
November and December the shoes 
bought during these prelude to Spring 
showings. Retailers will continue to buy 
shoes on the short-term buying plan in- 
stituted by the Guild as it is most ad- 
vantageous.” 

The member firms of The Guild of 
Better Shoe Manufacturers partici- 
pating in the prelude to Spring opening 
are Beleganti Shoes, Inc.; Fox Shoe 
Mfg. Corp.; Jerro Brothers; Mackey- 
Starr, Inc.; John Marino, Inc.; I. Miller 
& Sons, Inc.; Newton Elkin Shoe 
Co.; Palter DeLiso, Inc.; Reual, Inc.; 
Schwartz & Benjamin, Inc.; Setroy, 
Inc.; M. Wolf Sons, Inc.; Morris Wo- 
lock & Co.; Zuckerman & Fox, Inc. 





Hess Bros. Children’s 
Department Moved 


ALLENTOWN, Pa. — Hess Brothers 
has provided a new setting for its chil- 
dren’s shoe department on the third 
floor. Formerly near the center of that 
floor, the department has been shifted 
to the rear corner, where new fixtures 
and a different layout more adequately 
meet the needs of the department. Floor 
space has been enlarged and shelf space 
doubled. 

An important change has been the 
setting aside of special facilities for 
teen-agers in an effort to attract cus- 
tomers in that age group. Although 
footwear for teen-agers was stocked 
previously, the new set-up dramatizes 
such merchandise to a greater extent 
than before. Development of business in 
this category is aided by closeness to 
the teen-age apparel departments of the 
store. 

The children’s section, the walls of 
which are decorated with cut-outs based 
on Uncle Wiggly characters, features 
seven special high seats for toddlers. 

Color scheme of the entire shoe sec- 
tion is based on the store colors of fuch- 
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sia and chartreuse. These colors are 
supplemented by blue, green and yellow 
used in the leatherette upholstery of 
customers’ chairs. 

Clarence Queen is buyer for the de- 
partment which is one of five shoe de- 
partments operated by Wetherhold & 
Metzger. 





To Open Juvenile Shoe Store 


BuFFALO, N. Y. — A business name 
has been filed in the Erie County clerk’s 
office for Leonard’s Juvenile Shoe Store, 
148 Grant St., Buffalo, by Leonard M. 
Krause. 


Buys Interest in 


Orthopedic Store 


DETROIT. — The Foot-Cast Shoe Com- 
pany at 12962 Woodward Avenue in the 
North End suburb of Highland Park, is 
being incorporated with the addition 
to the firm of Robert F. Keilen, a new- 
comer in the shoe business. The senior 
interest remains with James I. Keough, 
who founded the store on Buena Vista 
Avenue, around the corner, in 1939. 
Both partners will be active in the 
operation of the store. They specialize 
in orthopedic style footwear. 
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Obituaries 


Wallace W. Stoddard 


BINGHAM, ME.—Wallace W. Stod- 
dard, 78, general superintendent of the 
United Shoe Shank & Findings Com- 
pany in Savannah, Georgia from 1930 
to 1937, died recently at his home here. 
He had been retired a number of years. 
From 1907 to 1930 Md. Stoddard was 
superintendent of the Bingham mill of 
another subsidiary of the United Shoe 
Machinery Company. 

When the Savannah plant was erected 
in 1930 he came to the city to manage 
1t. 


Edward Morphy 


FARMINGTON, N. H. — Edward 
Morphy, 58, who resigned two years 
ago as superintendent of the H. O. 
Rondeau Shoe Co. here to become su- 
perintendent of the Royce Shoe Co. 
factories in Newmarket and Claremont, 
died in Frisbie Memorial Hospital, 
Rochester, recently, after a short ill- 
ness. He had been a resident of Farm- 
ington for seven years. 

A native ef Hull, P.Q., Canada, Mr. 
Morphy started in the shoe industry in 
Haverhill, Mass., as a young man, and 
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later engaged in manufacturing in Lew- 
iston, Me., for 30 years. He was an 
executive of the H. A. Sweet Shoe Co., 
and also operated the Morphy Shoe Co., 
in association with his brother. 





Benjamin Trachtenberg 


PHILADELPHIA, Pa. — Benjamin 
Trachtenberg, 34, partner in the Hill 
Shoe Co., 70 N. 4th St., died recently in 
University Hospital, of burns suffered 
July 10 at his Summer home in Brown 
Mills, N. J. 

Mr. Trachtenberg, who lived at 2425 
N. 59th St., had been associated with 
the shoe firm, which was founded by 
his father, Philip, for about eight years. 

Past president of the Jules E. Mast- 
baum Lodge, B’nai B’rith and a member 
of the Masonic Order, Mr. Trachten- 
berg was active in fraternal and chari- 
table organizations. 

Surviving are his widow, Pearl; two 
children, Joel and Phyllis; a brother, 
Edward, with whom he was associated 
in business; and three sisters, Mrs. 
Anna Chapman, Mrs. Frances Shuster 
and Mrs. Sadie Adelman. 





George H. Heitker 


CINCINNATI. — George H. Heitker, 60, 
owner of a shoe store in suburban Shar- 
onville, died suddenly at his home July 
29 following a stroke of apoplexy. 

He was president of the Mt. Adams 
Building & Loan Association, a member 
of the Fraternal Order of Eagles and 
the Catholic Order of Foresters. 

Mr. Heitker is survived by his widow, 
Mrs. Marie Heitker; two daughters, 
Mary Jo and Eleanor Heitker; a son, 
George, Jr.; and a sister, Mrs. Joseph- 
ine Glutz of Cincinnati. 





Alfred Sebastiani 


MONTREAL, CANADA.—Alfred D. 
Sebastiani, 71, founder of La Giaconda 
Shoe Company, and president of the 
Tarsal East Shoe Company Ltd., Mon- 
treal, died recently. Born at Abruzzi, 
Italy, he came to Canada 50 years ago, 
joined the Canadian Army at the out- 
break of the first world war, and on his 
return organized La Gioconda Shoe 
Company, and won high honours at in- 
ternational exhibitions with its prod- 
ucts. His widow, the former Alice 
Gerini, survives. 


Albert J. Ryan 


CINCINNATI. — Albert J. Ryan, for- 
mer manufacturer of shoe supplies in 
Circinnati, recently died at the age of 
92, following several years of illness, 
and was buried in Lynn, Mass., his 
former home. He left Lynn in 1904, 
having lost a tannery there through 
fire, and worked 24 years here to serve 
the Western shoe manufacturing indus- 
try. He was a member of the Cincin- 
nati Shoe and Leather Club, but had 
retired from active business 20 years 
ago. 














Harold Corbin 

ToLepDo, O. — Harold Corbin, 50, died 
July 2 of a heart attack at his home in 
Toledo. 

A native of Findlay, O., he came to 
Toledo 10 years ago as manager of the 
Plunkett Bros. Shoe Store in the Spitzer 
Bldg. He served in the Army during 
World War I. 

His widow, a daughter, two sisters 
and a brother survive. Burial was in 
Findlay. 


Chester A. Noyes 


Marxgoro, N. H. — Funeral services 
were held here recently for Chester 
Ashley Noyes, 60, who had been sales 
manager for the Guy Lee Leather Co., 
of Philadelphia for 15 years until ill- 
ness forced his retirement. 

Mr. Noyes was a native of Sudbury. 
Mass., and was a member of Masonic 
organizations in West Roxbury, Mass. 
He was also a former director of the 
Bellevue Cooperative Bank and secre- 
tary of the Highland Club in that city. 

He is survived by his widow, Mrs. 
Ruth (Mason) Noyes. 





J. Freeman Slimmer 


WESTFIELD, N. Y. — J. Freeman Slim- 
mer, 43, former manager of the Endi- 
cott-Johnson Shoe Store here and at 
Jamestown, died recently. His widow, 
two sons and his mother survive. 
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For November Show 


New York. — Official announcement 
and application blanks for exhibit space 
at the Popular Price Show of America 
will be mailed to every shoe manufac- 
turer in the country as well as to sup- | 
pliers of allied and accesory lines, it 
has been announced by Edward Atkins 
and Maxwell Field, co-managers. The 
Popular Price Shoe Show of America 
will be held November 29 to December 
2, 1948 at the Hotel Commodore, this 
city. 

A statement by the show’s co-mana- 
gers declared, “All applications will be | 
mailed simultaneously. Great care will | 
be exercised to honor all applications 
strictly in order of their receipt. No one 
- has any priority nor will any favoritism 
be shown in the allocation of display 
rooms.” 

All official application forms will be | 
mailed to prospective exhibitors on a 
Friday afternoon, thus assuring their | 
arrival Monday morning in nearly all | 
shoe manufacturing offices throughout 
the country. Prospective exhibitors who 
do not receive blanks by August 15 
should communicate immediately with | 
Maxwell Field, exhibits manager, Popu- | 
lar Price Shoe Show of America, 210 | 
Lincoln Street, Boston 11, Mass. 

Over 500 rooms to house shoe dis- 
plays have been aranged in the Hotel 
Commodore, the statement added. In 
addition, approximately 80 booths, as 
well as studio rooms and parlors, will be 
provided for exhibits of allied and ac- 
cessory lines. | 

Mark Edison and Daniel J. Danahy 
are co-chairmen of the show. 








New Salon-Type Store to 
Open Soon in Wichita, Kan. 


Wicnita, Kans. — Wichita’s newest | 
women’s shoe salon, The Guild Room, | 
Ine., is nearing completion on the 
ground floor of the KFH building, 211 
East William. The store, newest addi- 
tion to Wichita’s William street “petti- 
coat lane,” will offer medium and high- 
grade women’s footwear. 

Organized by prominent Wichita shoe 
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merchants, the salon will handle many 
nationally-known brands of footwear. 
Director will be Robert K. Chism, exec- 
utive vice-president and treasurer of the 
corporation, who for the past 15 years 
has made seasonal buying trips to New 
York City in his position as shoe buyer 
for Foley brothers, Houston, Tex., and 
for Senack Shoes in Texas. He formerly 
was buyer and manager for Sanger’s 
shoe department. 

Eddie J. Zongker is president but he 
will continue in his capacity as mana- 
ger of the Spines shoe department here. 
Also inactive in operation of the con- 
cern will be its two other officers, Ralph 
Weaver, Sr., and Ralph Weaver, Jr., 
vice-president and secretary, respec- 
tively. 
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The Guild Room’sFall opening will 
follow complete remodeling of the store 
area, to include 20 feet of display win- 
dows. The store front will be panelled 
with black, structural glass. Designed 
by Architect W. I. Fisher, it will have 
a cove ceiling, mirror-panelled walls, 
lime oak furniture and display cases, 
and gray rugs, with orchid and char- 
treuse walls. Indirect lighting will be 
used and an air conditioning unit has 
been installed. 





Opens Leased Department 


Detroit, — A modernistic leased de- 
partment has been opened in Juvenile 


Outfitters, at 13700 Michigan Avenue 
in the West Side suburb of Dearborn 
by William Kawa, who operates the 
Arden Boot Shop, and who is develop- 
ing a small local chain of stores. The 
new department is a specialized cradle- 
to-college type, and is located in the 
front of the store, where it gets maxi- 
mum traffic. 


Shoe Store Destroyed by Fire 


BuRBANK, CALiFr.—Field’s Shoe Store, 
on San Fernando Road, Burbank, was 
destroyed by fire recently, along with 
three other adjacent stores. No estimate 
of the loss was immediately available. 
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Big Chicago Store Promotes 
Back-to-College Styles 


Cuicaco — “Footnotes on the sub- 
ject” is the term applied by Carson, 
Pirie, Scott & Co., to the shoes fea- 
tured in its current back-to-college pro- 
motion. An entire page of the store’s im- 
pressive ten-page magazine type folio 
is devoted to shoes. 

“Welcome to Campus Green” is 
the theme of this year’s college promo- 
tion, with girls representing twenty- 
nine colleges all over the country, serv- 
ing on Carson’s College Board. Legend 
accompanying the shoes pictured states, 
“Footnotes forecast you'll put your best 
foot forward in everything . . . from 
stadium boots for snow-sloshing and 
fleet-footed loafers for trekking to class 
to sleek opera pumps for dancing ’til 
dawn.” 

Given special attention are black or 
brown suede flats, casual calf loafers 


| in either red or brown, high heel black 


suede opera pumps, and low heel suede 
pumps. Also included are velveteen 
boots with shearling cuffs in black, 
brown, or green; fleece-lined white rub- 


| ber boots; and red or black trimmed 





Maine Store Celebrates 
Fiftieth Anniversary 


BAR HARBOR, ME. — Franklin’s 
Shoe Store here is celebrating its 50th 
anniversary this month. 

The business was founded by the late 
Morris Franklin on July 15, 1898, and 
has been at the original location on 
Main Street throughout the past half 
century. 

Since the death of Mr. Franklin in 
1939, the store has been operated by 
Mrs. Franklin and her daughters, with 
Liston Pasquet as manager. 


Wholesale Shoe: Prices 
Decline in Canada 


TORONTO, ONT.—Wholesale prices 
of hides and skins increased from 124.2 
in March this year to 139.5 in April 
this year, on the base of 1926 equals 
100, with the index standing at 118 in 
April a year ago, according to the latest 
report of the Prices Board. 

There was also a decline recorded in 
the wholesale price index for boots and 
shoes which stood at 171.4 in March, 
1948, but in April this year fell to 167.1. 
A year ago in April the index of such 
prices was 127.9. 








Shoe Department Expanded 


SABETHA, KANSAS — Extensive re- 
modeling of White’s Variety here will 
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take place soon, according to Claude R. 
White, owner. 

The entire rear half of the store will 
be remodeled along plans drawn up by 
a store engineer sent out by the Fried- 
man-Shelby Shoe Company of St. Louis, 
Mo., with the space devoted entirely to 
shoes and piece goods. 

Expanded considerably, the remodeled 
space will include nationally advertised 
lines. 





Shoe Corporation Reports 
Higher Sales 


NEW YORK—Retail sales volume of 
Shoe Corporation of America and 
wholly-owned subsidiaries for May was 
$2,850,370, compaf€d with $2,504,040 in 
May, 1947, a gain of 13.8 per cent, the 
company announced recently. For the 
five months ended May 31, sales were 
$12,370,515, against $10,897,066 for the 
same 5-month period in 1947, an in- 
crease of 13.5 per cent. Retail units in 
operation were 317 against 318 in 1947. 





R. A. Wenger Resigns 
From Scott-Burr Stores 


CHICAGO—R, A. Wenger, president 
and general manager of The Scott-Burr 
Stores, Inc., the retail subsidiary of 
Butler Bros., has resigned, it was re- 
cently announced. Mr. Wenger had been 
with the firm for the past 18 years, 


velveted scuffs. 


Bronze Casuals Selling 
Well in St. Louis 


St. Louris — Johansen Juniors struck 
bronze in St. Louis when Boyd’s launch- 
ed the first retail bronze casual promo- 
tion of the season with an opening ad on 
July 28. Alligator-grained calf and 
smooth leather were featured in an 
ankle strap, a side-swept sling, a sabot 
strap and a buckle strap pattern with 
matching bags. Smooth leather patterns 
were priced at $8.95, alligator-grained 
calf at $9.95 and bags at $9.95 and 
$10.95. Reports are that early results 
show ready acceptance. 

In a June promotion on Johansen 
Juniors for Summer wear, Boyd’s ecom- 
bined extensive window and interior 
displays with newspaper advertising. 
Response to this promotion necessitated 
additional help to handle mail and phone 
orders on the casuals. 


To Open Leased Department 


ATLANTA, GA. — Thompson-Boland- 
Lee, Atlanta shoe firm, this year will 
have two locations in Atlanta, their 
present store on Peachtree Street and 
a new shoe department in Franklin 
Simon’s new Atlanta store now under 
construction on Peachtree at Ponce de 
Leon. The new store will open in the 
Fall. 

The shoe department will be located 
on the second floor and has been as- 
signed 6,000 square feet of space. 
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Brazilian Men Customers 
Partial To Wedgies 


Rio DE JANEIRO — The latest fashion 
in men’s shoes in the great Brazilian 
cities is the wedgie type. First intro- 
duced several years ago, and copied 
from models made in Buenos Aires, they 
did not sell well. During the last months 
of 1947, however, they were brought out 
again, this time with different patterns, 
and rapidly achieved a popularity so 
great that now the wedgie with one- 
piece rubber sole surpasses all other 
styles. It is reported that the “Goodyear 
do Brazil,” one of the many sole factor- 
ies in this country, delivered about 
1,000,000 rubber soles during 1947. 

The construction is such that it is 
very flexible and comfortable which are 
the prime reasons why 70 per cent of 
Brazilian men are interested. At the 
present time, with the approach of Bra- 
zil’s Winter, shoe factories are making 
them in “chamois leather” and in a wide 
variety of colors — blue, beige, and light 
and dark brown and they are being 
prominently displayed in the windows 
of Rio’s and S. Paulo’s stores, which re- 
port that brown and blues are the best- 
selling colors. Even the Clark stores, 
hitherto sworn enemies of this “revolu- 
tionary” style, are stocking and selling 
them. 

So rapidly has the shoe industry 
grown in this country that the export of 
shoes to Brazil is practically useless. 
Not only do Brazilian shoe factories 
turn out enough shoes to fill the needs 
of their own country, but also partially 
to fill the needs of neighboring coun- 
tries. 





Vendor’s Tax Outlawed 
By Nebraska Court 


LINCOLN, NEB. The Nebraska 
Supreme Court has ruled unconstitu- 
tional Omaha’s itinerant vendor’s ordi- 
nance, reversing a district court deci- 
sion and granting the appeal of two 
New York firms, Frank Brothers Foot- 
wear, Inc., and Best & Co., Inc. The 
high court ruled that the Omaha city 
council may not levy an occupation tax 
on out-of-state concerns which set up 
displays in a hotel and solicit merchan- 
dise orders. 

The court also held that attempts to 
collect such a tax “directly and unlaw- 
fully regulate and burden interstate 
commerce.” 

The New York firms had appealed 
for a permanent injunction restraining 
the Omaha city council from charging 
a $15 daily occupation tax and impos- 
ing other restrictions. 





Chain Store to Move 


TRENTON, N. J. — The A. S. Beck 
Shoe Store now at 120 S. Broad Street 
will move to 9 S. Broad Street as soon 
as a larger store of the salon type can 
be completed. It is planned to start 
construction work soon, with the new 
store ready three or four months later. 
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SHOW A COMPLETE 
SPORT-OXFORD LINE TO THE 
“BACK-TO-SCHOOL” BUYERS 





A * sare can still deliver your order in ample time 
to hit this profitable, once-a-year market. 


F' every shoe shopper with comfortable, long-wearing 
Grinnell Sport Oxfords—they are keyed in style 
and design to the demands of school-age girls. 


ame-day service on stock orders is your best answer 
S to both a quick seasonal demand and the year-round 
problem of greater volume with less inventory invest- 
ment. Now, put your sport oxford stock on a one week 
inventory and banish overstocking problems and costly 


clearance sales. 








Brown, Black or Red 
saddles. White nap soles. 
8/8 heel. Goodyear Welt Pro- 
cess Leather quarter-lining & 
insole. Five widths—sizes to 10. 








DEALERS: 





Write today for our catalogue, and full informa- 
tion about our same-day stock deliveries. Samples on request. 








(Srinneld SHOE COMPANY 





GRINNELL, IOWA 








New General Offices 
Opened by Chain 

ATLANTA, GA.—As another step in 
its modernization and expansion pro- 
gram, Butler’s, Inc., Southern shoe store 
chain, has just moved into its new 
general offices and warehouse at 820 
Spring Street, N. W., Atlanta. Center 
of a $9,000,000 annual business, the 
new building has offices fully air con- 
ditioned. 

Distribution of merchandise to all 
stores in the chain is handled through 
the new warehouse in Atlanta. To give 
the fastest possible service, shoes are 


distributed by truck express. 

Butler’s has 65 shoe stores in the 
Southeast and Southwest. Last year 
seven new stores were added and plans 
are under way to add more units in the 
future. The company has also an- 
nounced that its Whitehall Street store 
in Atlanta will be enlarged and mod- 
ernized. 


Shoe Store Has New Owner 


CLINTON, MICH. — The Tag and 
Kaiser store here, in the shoe business 
since 1882, has been taken over by Mr. 
and Mrs. Chester Merritt. 
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(Carton Illustration) 
Lexol is shipped in t 
self-selling carton. Order 
from your findings jobber 
and display prominently! 





($1 size Illustration) 
Both the 3-oz. or trial size 
(above) and the economical 
$1 size (right) are same price 
everywhere in U.S.A. Sug- 
gest the $1 size to customers! 





2 GOOD REASONS TO RECOMMEND 


THE MARTIN 


873 Summer Avenue 





LEXOL 


LEATHER CONDITIONER 
FOR ALL FINE SHOES! 


1 LEXOL produces goodwill and 
e new profits for you. Customers 
come back to your store again, 
when Lexol care has given their 
shoes greater comfort and smart 
appearance! 





2. 


LEXOL’S NATION- 
AL ADVERTISING 
appears monthly 
in such leading 
magazines as The 
New Yorker, Bet- 
ter Homes & Gar- 
dens, and Esquire; 
seen by over 14 
millions potential 
shoe customers! 


DENNIS COMPANY 


Newark 4, N. J. 














HAND-LASTED 


© > MOCCASINS 


designed by nature to 
encourage the normal 
growth of babies’ feet: 





Potents 
Pending 


White Elk Sizes 1 to $ per ea 
N (Narrow) and co 


W (Wide) 





R. J. POTVIN SHOE COMPANY 


Compello Station 
BROCKTON + MASSACHUSETTS 





Remodeled Store Reopens 


SanTA Rosa, CALIF. — Karl’s Shoe 
Store at Fourth Street and Mendocino 
Avenue, has just completed extensive 
remodeling. The interior has been com- 
pletely refinished with a rose-tint ceil- 
ing and blue walls. A new modernistic 
front with attractively lighted show 
windows has been added on Fourth 
Street, and a series of box-type indented 
display windows in the long Mendocino 
Avenue side of the store. 

During the two reopening days, free 
Nylons for the women, candy for the 
children, and dress sox for the men, 
were given with each purchase. 

The store is under the managership 
of Jerry Remel. 


Store Changes Ownership 


Santa Rosa, CALIF. — The Smith 
Shoe Store at 519 Fourth Street, has 
been sold to Stanley A. Tanner of Cak- 
land. Purchase price was approximately 
$50,000. Mr. Tanner has been co-owner 
of Lingrens Shoe Store in Oakland. 

The Smith store is one of the pioneer 
shoe establishments of the city. It was 
established in 1906 and operated for 
forty years under the name of Wolfe 
Shoe Store. After Mr. Wolfe’s death a 
few years ago, it was purchased by Don 
Smith and the name changed to Smith’s 
Shoe Store. 


Retailer Reports Early 
Interest in Fall Styles 


CHEYENNE, Wyo. — Beiter early in- 
terest in Fall shoe styles in women’s 
lines is reported than a year ago at the 
Cheyenne Shoe Store, 202 West 17th 
Street, by the proprietor, Dick Chaney, 
who predicts that the new clothing 
styles will concentrate more fashion 
attention on the feet than for any sea- 
son in recent years. 

A July pre-Fall showing of fashion 
shoes featured about an equal number 
of closed toe and open toe styles, and 
open and closed heels, with customer 
interest pretty well divided between 
the two, he reported. Straps, both regu- 
lar and on the bias, continued to pro- 
voke interest, while sandals and closed 
pumps will be stand-outs, the showing 
indicated. 

Midnight black suedes will lead the 
early Fall selling, judging from the buy- 
ing trend in late July at the Cheyenne 
store. Both medium and high heels are 
wanted in opera pumps, while ties ap- 
pear headed for a fair season. Mr. 
Chaney is using the slogan, “Fashion 
Begins With Your Footwear,” for Fall 
promotion, and is banking heavily on 
high colors to sell the Fall merchandise, 
in addition to the traditional demand 
for black. 





Krupp & Tuffly Opens New 
Third-Floor Department 


Houston, TEXAS. — Krupp and Tuf- 
fly’s new third floor, which contains 
four complete specialty shops, has been 
formally opened, climaxing more than 
two years of planning and work. 

Joseph B. Tuffly, manager of the 
floor, said it will be budget-minded 
throughout, and all effort has been 
made to put into it everything women 
will appreciate in shoe and accessory 
lines. 

The four complete shops incorporated 
in the floor are a new Fashionette for 
women; a new Kay-Teen shop for teen- 
agers; a new Leisure shop featuring 
play and casual shoes as well as slip- 
pers for women; and a new Match 
Mates accessory shop to feature ho- 
siery, handbags, gloves and other ac- 
cessories. 

The third floor is the latest one to be 
completed in the $300,000 remodeling 
program now in progress at Krupp & 
Tuffly’s. A. F. Kuhleman, president of 
the firm, predicted the entire program 
will be completed within the next few 
months. 





Named Store Manager 


ORLANDO, FLA.—Jack R. Warren has 
been brought from Atlanta, Ga., to be- 
come manager of the new Thom McAn 
Shoe Store, 59 N. Orange Ave. 

He has been associated with the 
Thom McAn chain for seven years, and 
was assistant manager in the Atlanta 
store before being transferred to Or- 
lando. During the war he was with 
the Army Air Force. 
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You've known the EMISIEMITTHIMETE for over 45 years... 





with many new improvements 





May” here are the details: 


' 
| No. 100 Actual size, 12'* long, contains 6" ruler, 







pen holder and pencil as illustrated. Assorted 
colors. Available with your advertisement imprinted. 


Whistles, Comics, Tops, Marbles 
... everything you need for low- 


nia teinsinie Call or write for new 1948 catalogue. 


HEADQUARTERS Since 1901 for Good-will Creating Toys 


Novelties, Souvenirs, Birthday Gift Specialties 


re Lederer INDUSTRIES, Inc. 


39 West 19th St., N. Y. II 


Premiums and Give-Aways. 






























NOW AVAILABLE AGAIN TO SHOE STORES 
America’s Finest | TH a FO S$ MAC 
B ALLET SLIPPERS GENUINE MOCCASIN 
is thas LOAFERS - HANDSEWN 
Fully Lined Short Soles VAMP—NEOLITE OR 
n.d LEATHER SOLES 
Widths: Ato € 
BLACK KID —...________.._ $2.20 
WHITE = — $2.35 losidisaisuiel 
ad ee NATIONALLY ADVERTISED 
Fully Lined Long Soles NATIONALLY KNOWN! oe $3.65 Plain 
Fal Pp $3.75 With 
BLACK KID. $2.49 Selva & Sons | 4-10's Buckles 
BEIGE KID 2-60 Inc. narrow-medium-wide 5% 30 days 
N 3. 1607 BROADWAY 
ae ————— Be ww vee 2 & ¥. W. A. FOSTER CO. 47 Washington St., Haverhill, Mass. 























NESLA Asks Suspension of 
Higher Truck Rates 


Boston — In a brief filed by the New 
England Shoe and Leather Association 
with the Interstate Commerce Commis- 
sion, the association asks for the sus- 
pension of higher rates granted truck- 
ing companies on merchandise shipped 
to Boston from various points in Maine. 
It is claimed in the brief that the in- 
crease, amounting to approximately 20 
per cent, “would raise the cost of shoes 
for manufacturers affected, creating a 
competitive hardship because competi- 
tors selling the same customers and lo- 
cated outside New England, are not 
faced with similar cost increases. Such 
increased costs also would tend to raise 
factory and retail selling prices of these 
shoes.” 

The brief, signed by Maxwell Field, 
executive vice-president of NESLA, 
points out that increases amounting to 
more than 100 per cent have been given 
trucking companies since 1942 and ar- 
gues that the point already has been 
reached beyond which “carriers should 
not be allowed to continuously seek 
higher rates.” 


Designed To Appeal To College Net 





TUCSON, ARIZ.—Specially designed for Tucson's student clientele, the Lewis Shoe 
Salon's Collegeset room makes its inaugural Fall bow with back-to-school shoes with 
matching accessories. The Lewis Shoe Salon opened early this year and features up- 
to-the-minute modern design. Exterior showcases of glass are functional yet smart. 
The front entrance of the store has been designed entirely of glass. Curved lounge 
seats, shadow box display cases, and a colorful decor suggest pleasant shoe-shopping 
for Tucson women and college girls. 








Store in New Location 

Exumira, N. Y. — Savino’s Shoe Store 
has been opened at a new location, 516 
N. Main St. The firm has been engaged 
in the retail shoe business here for 25 
years. 


Second Avenue and West Chestnut, with 
New Shoe Store Opened Gerald Wade, formerly of Great Bend, 


DODGE CITY, KAN.—Lloyd’s Shoe, Kansas, as manager. Lloyd’s Shoe, Inc., 
Inc. recently opened its store here, in has two other stores, one in Great Bend 
the remodeled building on the corner of and one in Wichita. 
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Sizes: C width only, 4 to 9. 





cours 
~*~ 
Ag. 


Cams 


BOSTON 10, 


MAJORETTE 
BOOTS 


IN STOCK 


Colt-Cromwell now 
has for immediate 
delivery Marjorette 
Boots. This popular 
number, so much in 
demand by school 
drill teams and bands, is again available. 
#B6700 white elk, unlined, with white tassel, 
long wearing Oak composition sole. 


Price: $4.80 net F. O. B. Boston 


New full-line catalog just out. Send for your copy. 


COWPAWVY. sac. 


y COUT “CROMWELL 





MASSACHUSETTS 














Pattern #330—a combination binding —soft, beautiful 
grosgrain-type ribbon combined with pliant, easy to handle cotton. 
Pattern #330 comes in standard colors and con be dyed to your 


specifications. When filling your binding needs—remember Pattern $330. 








_ Photos of Fathers Decorate Store Window 





ELMORE, MINN.—Photographs of Elmore fathers, ranging from early pioneers of 90 
years ago to present-day residents of the town, were collected and used by Mrs. 
Violette Collinson to trim the windows of the Collinson Shoe Shop here, of which she 
is proprietor. The occasion, of course, was Father's Day, and the window attracted 


wide attention. 





Juvenile Store to Open 


Fr. WAYNE, IND.—William A. Braun 
will soon open a juvenile shoe store at 
133 W. Washington Blvd., Fort Wayne. 
He has been in the shoe business for 27 


120 


years and previously was manager of a 
shoe department in Fort Wayne and 
regional manager for a large shoe chain. 

His new store will specialize in foot- 
wear for juveniles, infants, and teen- 
agers. 


Jarman Opens New 
Shoe Store In Atlanta 


ATLANTA, GA.—Bob Cason is man- 
ager of Jarman’s new Atlanta shoe 
store, 77 Peachtree Street, N. E., which 
opened recently. 

Officials said the air-conditioned store 
here, furnished with modern fixtures, 
is to be a model for future Jarman 
stores. 

Several Jarman executives from the 
home office in Nashville, Tenn., attended 
the opening ceremonies here, They in- 
cluded Kenneth Lawrence, sales man- 
ager; J. R. McCollum, vice-president, 
and F. M. Weisiger, his assistant; Bill 
St. John, supervisor; and Bill Maclay, 
advertising manager. 





Shoe Man Promoted by 
Milwaukee Store 


MILWAUKEE — Assistant Divisional 
Merchandise Manager John Ford of the 
Boston Store has been promoted to reg- 
ular divisional merchandise manager 
and his new duties will include the buy- 
ing and merchandising of men’s cloth- 
ing and shoes. 

Howard Atlas is the new Boston 
Store buyer of shoes for the downstairs 
shop. He came here after being asso- 
ciated with the firm of Luckey Platt in 
Poughkeepsie, N. Y. 
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* Elk Leather Upper 
* Unlined 
* Oak Rubber Sole 


2/10 N/30 F.O.B.N.Y. 


MERRYFEET Footwear, nc. 





Fhe MERRY-FEET Shoe 


*¢ Rubber Heel 
Colors: BROWN, RED, BLACK 
SIZES: 5-8 
8%-12 
12'4-3 


$1.55 








FOR EVERY SLIPPER NEED 
Men's, Women’s, Boys’, Children’s leather Slippers 
with Padded Leather Soles * Ladies’ Leather D’Orsays 
and Bridges, with Hard Soles. 


PLAY THIS 


FAVORITE 
LINE 


Careful workmanship and finest ma- 
terials produce this top quality line, | 
which is setting such a remarkable | 
record for turn-over. Built for com- 
fort and durability, it represents a 






Kid Leather 
Moccasin Slipper 





new standard for fine slipper selling. 


FAV Oo RI . E FOOTWEAR, incorporated 








111 East 12th Street 





New York 3, N. Y. 








| 318 EAST 32nd STREET 





NEW YORK 16, N. Y. 











About Shoe People 


The engagement of Miss Eloise Alice 
Stephens, daughter of Mr. and Mrs. 
Howard V. Stephens, the former of 
Johnson, Stephens and Shinkle Shoe 
Co., St. Louis, and Norfleet Hale Rand 
of the International Shoe Co., and son 
of Frank C. Rand, chairman of the 
board of International, was made 
known here recently by the bride-to- 
be’s parents. 

* * 

Alvin <A. Pluff, Rochester, N. H., 
shoe and clothing dealer, has been hon- 
ored by election as governor of the New 
Hampshire-Vermont district of Lions’ 
Clubs. He was presented a speaker’s 
stand and master key plaque award at 
a dinner sponsored by the Rochester 
Lions’ Club and attended the Lions’ in- 
ternational convention in New York. 

 «# ¢ 


Robert C. Erb of this city, president 
of the J. F. Elwain Co., shoe manufac- 
turers, in Manchester and Nashua, N. 
H., has been named to the special gifts 
committee in a campaign to raise a 
large fund for construction of the New 
Hampshire Crippled Children’s Hospital 
on Crotched Mountain. 
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Herbert N. Lape, Sr., chairman of the 
board of the Julian & Kokenge Co., 
of Columbus, O., recently retired as 
president of the Columbus Chamber of 
Commerce after completing his fifth 
consecutive year in that post, the long- 
est service record in the chamber’s his- 
tory. The membership of the chamber 
has been increased more than 100 per 
cent during his incumbency. 


* * * 


Benjamin Schwartz, head of Schwartz 
& Benjamin, New York shoe manufac- 
turers, was a recent guest of the Detroit 
Shoe Club at a luncheon meeting at 
Cliff Bell’s Cafe, attended by a nice 
turnout of both retailers and travelers. 
Mr. Schwartz talked at length on the 
two months he has just spent in Eu- 
rope, and gave the local shoe men an 
inside view of conditions in European 


countries. 
« << 


John Strope, formerly assistant man- 
ager of the women’s shoe salon at Ben 
Simon & Sons, Lincoln, Neb., has taken 
a sales position with Harvey Brothers, 
men’s and boys’ store, also in Lincoln. 


Before joining the shoe department 
staff at Simon’s five years ago. Mr. 
Strope worked several years in family 
shoe stores here. 


+ * * 


Bob Ellis Shoe Store, 319 King 
Street, Charleston, S. C., announces the 
appointment of Harry Miller as a mem- 
ber of its sales organization. He was 
formerly with Ellison’s Shoe Store. 


oe * * 


Announcement has been made of 
the engagement of Miss Betty Louise 
Broadwell, of Atlanta, Georgia, to Wil- 
liam Edward Standhardt, of Clarkston, 
Georgia, the wedding to take place Sep- 
tember 1. Mr. Standhardt is employed 
by the Economy Shoe Store in Atlanta. 


eres 


Maurice J. Grimes, who has been op- 
erating a shoe repair shop in Macon, 
Georgia for over four years, has pur- 
chased Gordy’s Shoe Shop at 214 Cot- 
ton Avenue in Macon and is now oper- 
ating the business under the name of 
Grimes Shoe Shop. 
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Bowlers Demand VOLCO Bowling Shoes! 


WHY? 1st — FLexiBiity — due to construction. 2nd — PERFECT FIT 
— of Special Steel Shank and Arch. 3rd — LEATHER TIP — for increased 
wear. 4th — MATERIALS & WORKMANSHIP — Tops. 


Per Pr 

A160 Women’s Black Horse Bowling Oxford, RIGHT HAND ........ $3.75 

A170 Women’s Black Horse Bowling Oxford, LEFT HAND.........-- 3.75 

A167 Women’s Light Smoke Elk Bowling Oxford, RIGHT HAND .... 3.85 

A177 Women’s Light Smoke Elk Bowling Oxford, LEFT HAND...... 3.85 

IN STOCK A180 Men’s Black Horse Bowling Oxford, RIGHT HAND .......... 4.15 

i i A190 Men's Black Horse Bowling Oxford, LEFT HAND............ 4.15 

For Quick Delivery A200 Men’s Black Horse Bowling Oxford, Hi-Boot, RIGHT HAND... 4.75 

Wholesale Distributors Ss Dp N 

2 & 4 W. Lombard St., Baltimore 1, Md. _H. VOLK & COMPANY 











Large Warehouse Purchased 
By International Shoe Co. 


ST. LOUIS — International Shoe Co. 
has purchased the seven-story Central 
Terminal building here at 710 N. 12th 
Blvd., in the downtown area, for addi- 
tional warehouse space. 

In making the announcement, Byron 
A. Gray, president of International, 
said his company planned to begin 
using a part of the building within 60 
te 90 days, but pointed out that a num- 
ber of the present tenants will continue 
to occupy space there. 

The building was sold to Interna- 


tional for $3,350,000 by the Central 
Terminal Co. Built in 1932 at an esti- 
mated cost of $2,000,000, the structure 
has served as a terminal for the Illi- 
nois Terminal Railroad and as office 
space for manufacturing and wholesal- 
ing firms. In a prepared statement Mr. 
Gray said: “Since V-J Day the com- 
pany has opened 26 new manufacturing 
units in Missouri, Arkansas, Kentucky 
and Tennessee. The newly purchased 
building will provide additional ware- 
house facilities for handling orders and 
shipments of shoes to independent mer- 
chants throughout the country.” 


Canadian Hospital Offers 
Free Foot Care 


VANCOUVER, B. C. — Vancouver 
General Hospital has officially opened 
what is believed to be the first free 
chiropody clinic in Canada. The new 
clinic culminates a two-year survey of 
more than 100 major United States 
hospitals with foot clinics. 

Completely equipped through the 
personal contributions of 25 practicing 
Vancouver chiropodists, the clinic is de- 
signed to afford free foot care to needy 
patients, and to supplement hospital 
treatment for diabetes. 











ST. LOUIS, MO. 


Eastern Representative 


M. K. WEIL SHOE CO. 


ANNOUNCE THE OPENING OF 
THEIR NEW YORK SAMPLE ROOMS 


855-857 MARBRIDGE BLDG. | 
47 WEST 34th ST. | 


WITH A COMPLETE LINE OF JOBS AND 
CANCELLATIONS FROM ST. LOUIS. 
FINEST SOURCE AT A PRICE. 


ROBERT M. LEVINE 








a remarkable value / 


a 


casual shoes 








WATCH your sales go up—when you put in Galettes sturdy casual 
shoes. Long-wearing soles. Soft elk uppers. Fill-ins. Buy as many pairs 
as you like. Immediate delivery! Buckle Loafer Nos.: 101, brown. 
103, red. 105, black. Regular Loafer Nos.: 701, brown. 703, red. 
Sizes: AA, 5 to 10. B, 4 to 10. Order NOW. 


GALES INC, 'icccti = 
| @ ROCKFORD, ILL. 


QUALITY SHOES SINCE 1932 


‘*‘WHILE IN TOWN SEE WEIL’’ 
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West Coast Shoe Travelers Hold Outing 





Winners at the 1948 Golf Tournament of the WCSTA held at the Lakewood Country 
Club, Long Beach, Calif. Trophy winners in the front row, left to right are: Jack W. 
Cooke, Mrs. Ed. Horrocks, Bob Farmer, Mrs. Gil Winneguth, and C. L. ‘‘Lee’’ Johnson. 


Los ANGELES — With the tee-off time 
set at 8:45 A.M., the 1948 Annual Golf 
Tournament of the West Coast Shoe 
Travelers Associates recently held at 
the Lakewood Country Club, Long 
Beach, featured some 150 golfers and 
attracted more than 300 retailers, trav- 
eling men, their wives and families. The 
successful event offered excellent ac- 
commodations, with luncheon and din- 
ner being served and dancing after 
dinner. 

On the Golf Tournament Committee 
were Carl Winneguth, chairman; Tom 
Malley, Jack Newcomb, Jack Evans, 
Ken Brayton, Elmer Sikorski, Hal 
Long, Roy York, Jack Farrington, Jack 
Olsten, Web McCarty, Porter Jones, Gil 
Winneguth, Walter Galvin, Al Born- 
stein, Louis Kaufman, Frank Tilt, Phil 
Graffis, Eddie Kabat, Jack Cooke, Wal- 
ter Kroneberger, Craig Brown, Tony 
Thomas, and Bob McDonald. Serving on 
the women’s committee were Mrs. Mar- 
tha Weisler, chairman, Mrs. J .R. Ham- 
elin, Mrs. Ruth Hamilton, Mrs. James 
R. Thompson, Mrs. Carl Winneguth, 
Mrs. Sid Minster, Mrs. Jack Farring- 
ton, Mrs. J. Ross Burriston, Mrs. Bob 
McDonald, Mrs. Harry J. Evans, Mrs. 
Walter J. Galvin, Mrs. Jack May, Mrs. 
Harvey Conn, Mrs. Jack Newcomb, Mrs. 
Tom Malley, Mrs. Jack Evans. 

Winners of the 1948 Tournament 
were C. L. “Lee” Johnson, Jefferson 
Shoe Co.; Roy York, Stacy-Adams; 
Spencer C. Vaisey, Vaisey-Bristol Shoe 
Co.; Tom F. Malley, Daniel Green Co.; 
R. E. McDonald, Chas. Cushman Co.; 
Tom Thomas; Jack W. Cooke, Tober- 
Saifer Shoe Mfg. Co.; Milt Utzinger, 
Dixon-Bartlett Co.; Walter J. Galvin, 
Allen-Squire Co.; Robert A. Ridenour, 
The Bootery, San Diego, Calif.; Wm. 
Gude, Gude’s Inc., Los Angeles; John 
Keithly, Broadway-Crenshaw Dept. 
Store, Los Angeles; Bob Farmer, Broad- 
way Dept. Store, Los Angeles; George 
Schwab, Westwood; Al Steiner; Dick 
Graffis; Cliff Rhoads, and Al Gottschall. 

Golf winners among the ladies were 
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Mrs. Ed. Horrocks, Long Beach, Calif; 
Miss Billie Crites, San Bernardino, 
Calif.; Mrs. Roy York, Los Angeles; 
Mrs. Gil Winneguth, Van Nuys, Calif; 
Mrs. Jack Evans, Los Angeles; Mrs. 
Prindle, Ventura, Calif. 

Winning in the Dubs were M. Scha- 
tan, Steven’s Bootery, Manhattan 
Beach, Calif.; A. E. Ferguson, Mar- 
shall, Meadows & Stewart, and I. Prits- 
ker, National Shoe Co., Los Angeles. 

Among the prize winners in the men’s 
gin rummy games were Jack Rogers, 
John Dryzen, Hy Shaber, and Jack May. 
Among the women players winners 
were Mrs. Oates, Mrs. Pat Thomas, 
Mrs. Jack May, Mrs. J. R. Thompson, 
Mrs. Jack Hamelin. 

Bridge prizes were awarded to Mrs. 
A. E. Ferguson, Mrs. Harry Terhune, 
Mrs. Harry Evans, and Mrs. Jack 
Olsten. 

Being awarded the honor of having 
their names appear on perpetual cups 
were C. L. “Lee” Johnson, Jack W. 
Cooke, Bob Farmer, and Mrs. Gil Win- 
neguth. 

A 1949 Ford sedan was awarded to 
Helen Warner, an employee of Michel 
A. Levy in Santa Barbara, Calif. 

The WCSTA, due to the high scores 
shot by golfers, sent a challenge to the 
Ohio Shoe Travelers Club, asking them 
to match the scores of the eleven best 
golfers and also requesting them to send 
their team to meet them in open com- 
petition. 





Store Adding New Front 


ALLENTOWN, Pa. — Remodeling of 
Paul’s Fine Shoes, 28 N. 7th Street, now 
in progress, will provide the store with 
a new front and added space. The en- 
trance is being shifted to the center, 
with two display windows instead of 
one. Lowering of the store floor will in- 
crease stock space. A unit of Abrams 
Hardwear Shoes of Philadelphia, Pa., 
the store was opened last October. Ed 
Schlossberg is the manager. 











SKi BOOTS 










"ASCO" Presents 
full line of 
quality 
SKI-BOOTS 


from 


$4.70 


and up 


LADIES SIZES 3.9 
MEN'S SIZES 6!/2-12 


Send for Catalog 


ARNOFF SHOE COMPANY: 


2/10 N/30 





WORK SHOES 








Men’s Popular Priced Work Shoes 
and 
Men’s Steel Toe Safety Shoes 
Union Made 


GOODWILL SHOE COMPANY 


Holliston, Massachusetts 














JOBS 








BARIS SELLS 


Quality Shoes from Surplus 
Merchondise. Better for Less 
BARIS SHOE CO., Inc. 
WOrth 2-5180-1 
70-81 Reode St. New York 7, N. Y. 














PRICE TICKETS 








PRICE TICKETS bring sales! 


Many Colors—i09 prices to choose from 
WRITE FOR FREE SAMPLES 
MERCHANT'S SERVICE DEPT. C 


BOOT AND SHOE RECORDER 


209 So. STATE ST. CHICAGO 4 
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CHILDREN’S SHOES 











SMOOTH LEATHER UPPERS 


Non-Marking Rubber Soles 
and Heels 


$2.00 


N/10 days 
F.O.8. N. Y. 






Colors: BROWN or BLACK 
Sizes: 81/2-12; 12!/2-3 


In Stock immediate Delivery 


Ben Marbach Footwear Co. 


107 West Broadway = New York 13, N.Y. 
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SMOOTH LEATHER UPPERS 


Non-Marking Flexible 
Rubber Sport Soles 


$2.00 


N/10 days 
F.O.B. N.Y. 





| New Shoe Holder for 
| Home Shining 


HOoLtywoop, CALir. — A new design | 


| of shoe holder, made by the A. L. Wilson 
| Co., here, incorporates two interesting 





features: (1) a small wall bracket from 
which it is removed when not in use; 
and (2) a self-locking, instantaneous 
adjustment to all shoe sizes — men’s 
women’s, children’s (6 years and older). 
Of sturdy steel, it holds shoes firm at 
convenient height. Finish is brown, 
high-gloss enamel. 





Men’s Shoe Department 
Opened 


Omana, Nes. — Another deluxe, mod- 
ern men’s shoe department has been 
opened here with completion of the re- 
modeling and expansion program of the 
Berg Clothing Co., at 421 South Six- 
teenth Street, Omaha’s largest exclusive 
store for men. The store is air condi- 
tioned. 

The new shoe department is situated 
on the balcony overlooking the main 
floor furnishings and clothing depart- 
ments. Finished in neutral tones of 
carpeting and woodwork, the depart- 
ment has shelving for shoe stocks on 
two sides while a large blonde wood 
panel at the entrance has a shadow box 
display of shoes and tie-in accessories 
under indirect lighting. Lounge type 
chairs for patrons may be moved at 
will. Shoe displays also have been set 


up in the main floor furnishings section. 





New Shoe Departments 
In Remodeled Store 


LINCOLN, NEB. — The women’s and 
children’s shoe departments have been 








Brown Moccasin, Brown Wing Tip, | | 
Brown with Brown Alligator Saddle. 
Sizes 814-12; 1234-3 
IN STOCK IMMEDIATE DELIVERY 


Ben Marbach Footwear Co. 


107 West Broadway New York 13, N. Y. 











Buy Savings Bonds 


moved to a new and permanent location 
in the new first floor section of a 150 
by 100-foot four-story-and-basement 
llth Street addition which is rapidly 
nearing completion at Gold & Co. de- 
partment store. Additional air condi- 
tioning machinery and ducts have been 
installed to serve the addition, and the 
relocated shoe departments will benefit 
from their position near the new esca- 
lators which are being installed from 
first to fourth floor and which will be in 
operation early this Fall. 

The new department occupies about 
2500 square feet, with continuous car- 
peting connecting women’s and chil- 
dren’s departments. New chairs, stools 
and display fixtures have been installed, 
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while new wall fixtures are curving and 
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Retailing 

















Ideas 


MORE QUICK HELPS 
FOR SHOE RETAILERS 


from the only book of its kind; encyclo- 
pedia of practicable, workable ideas for 
the experienced merchant. No theories— 
all tried, true . . . NOT just another shoe 
book, but offers in addition to 138 specific 
shoe promotions, the best ideas from the 
entire retailing field for instant adaptation 
to his particular requirements. 


Foreword by PAUL H. NYSTROM, Pro- 
fessor of Marketing, School of Business, 
Columbia University. 


Please remit with order. 


5% x8 3 50 40 Chpts. 


306 Pages Postpaid 
BOOT AND SHOE RECORDER 
100 E. 42nd St., New York 17, N. Y.- 











hide ample out-of-sight storage space. 
Counter and alcove displays with flood 
lighting are provided. 

The men’s shoe department has been 
temporarily moved to quarters adjoin- 
ing the new women’s and children’s sec- 
tions, but when the current remodeling 
and expansion project is completed, 
men’s shoes will be located in a com- 
pletely remodeled and modernized de- 
partment on the first floor of the main 
building in a site formerly occupied in 
part by women’s shoes. Men’s shoes will 
adjoin the relocated and greatly ex- 
panded men’s clothing and furnishing 
departments. 

V. H. Caton is buyer at Gold’s for 
women’s shoe lines, while H. Lease buys 
men’s and boys’ shoes. 





Opens Corrective Shoe Shop 


CLEARWATER, FLA.—The Bootery has 
been opened at 15 South Osceola Ave., 
and will be in charge of Robert Baxter. 
Mr. Baxter has been in business in 
Louisville, Ky., for the last 17 years. 
The Bootery will specialize in correc- 


| tive footwear. 
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Live-Wire Shoe Salesmen 
who can Handle Extra Lines 


If your house permits you to handle extra lines, here’s 
an opportunity to increase your income through the 
liberal commissions earned on the sale of Fairy Shoe 
and Hosiery Forms to your regular accounts. 

Fairy Forms have been the standard in the trade 
for 25 years. Their record is proved by sales ex- 
perience in thousands of stores throughout the country. 
A strong acceptance and many easily demonstrated 
sales advantages make them easy to sell. 





For complete information, write to 


Owen W. Comstock, Sales Manager 









SHOE FORM CO. INC., Auburn. N.Y. 


l’s the NEW LOOK 
in Slippers 


Velvet ballet platform soft sole 
gold collar. Colors: blue, wine, 
and black. Sizes: 4 to 9. 36 
pairs to the case of a color. 
Minimum order 18 pairs of a 


ae Price: $1 65 


NET 







Yes, and it’s truly a Gem in every facet of its styl- 
ing; from its gay gold collar to its cute tie lace, 
surmounting the newest in ballet toes and featuring 
the jaunty low platform and wedge. Executed with 
Gem’s precise attention to detail in lustrous velvet 
in the season’s newest colors. 


GEM FOOTWEAR CO. 


261 FIFTH AVENUE « NEW YORK 16, N.Y. 
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Physical Culture Dealers 
Told of New Fall Line 


New YorK. — The second meeting 
this year of the New York Physical 
Culture shoe dealers was held recently 
at the Hotel Pierre. The purpose of the 
meeting was to outline an advertising 
program for the presentation of the new 
Fall line of casuals bearing the Physi- 
cal Culture label, to be sold at $7.95 to 
$9.95 a pair. “To push this new line, we 
are going to put on an advertising cam- 
paign in several Metropolitan news- 
papers,” George F. Knoche, manager of 
the New York division of Physical Cul- 
ture shoes, said. 

Sixty persons attended the dinner 
meeting which was also intended to 
serve as an opportunity for the factory 
men to meet the dealers and the dealers 
to meet the factory men. These meetings 
will be held every Spring and Fall, ac- 
cording to Mr. Knoche, who organized 
this meeting. 

Everit B. Terhune, president of Boot 
AND SHOE RECORDER, was the principal 
speaker of the evening. He spoke on 
shoe industry conditions and prospects. 
In his opinion, the shoe trade outlook 
for the balance of the year appears gen- 
erally promising, and he expects that 
1948 production will equal, if not ex- 
ceed, 1947 production. With regard to 
retail sales, he expressed the feeling 
that the spending pattern of the public 
will not change very much from that of 
1947. He predicted that inflationary 
pressures, high prices, high wages and 
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high employment will continue, and 
said he believes that there will be more 
pairs of shoes made and sold during 
this coming Fall than during the Sum- 
mer, at or near current price levels, 
with emphasis on medium and lower 
price merchandise. 

Present at the head table, in additien 
to Mr. Terhune, were Marshal Stevens, 
vice president and sales manager of 
Arch Preserver, Ground Gripper, Can- 
tilever and Physical Culture divisions 
of the Selby Shoe Co.; William Hooley, 
vice president and sales manager of 
Styl-Eez, Tru-Poise and Easy-Goers di- 
visions; Ed Lawson, advertising man- 
ager; W. O. McCracken, line manager 
of Physical Culture division; Ross Don- 
ohoe, line manager of Arch Preserver 
division; Marvin Mann, vice president, 
Weiss & Geller Advertising Agency, 
Chicago; A. Murphy, New England 
sales representative, Physical Culture 
division; F. O. Price, New York sales 
representative, Styl-Eez; P. Smith, New 
York sales representative, Arch Pre- 
server; and Mr. Knoche. 

Entertainment by several profes- 
sional singers was presented after the 
dinner. 





Eastern Sales Agent Named 


St. Louis. — Stiebel Shoe Co., has 
announced the appointment of Holden 
and Griffin, Empire State Building, 
New York, as representatives of their 
line in the New England States and 
the East. 


Carolina Shoe Group 
Holds Fall Shoe Show 


FLORENCE, S. C. — The Carolina Shoe 
Group held its official Fall shoe show 
at Hotel Sanborn here July 25 and 26. 
One hundred complete Fall shoe lines 
were shown for the benefit of shoe 
buyers and shoe merchants in the two 
Carolinas. One thousand official invita- 
tions and announcements were mailed 
out by the organization. 

A spokesman said it is the intention 
of the Carolina Shoe Group to hold 
regular showings for the benefit of shoe 
stores in this section and shows will 
also be held in Charlotte, N. C., Green- 
ville and Columbia, S. C., in November 
for the Spring season. 





10,000 More Shoes For 
Needy Europeans 


SoutH BEND, IND. — As the result of 
a four-week contest for juveniles from 
the age of six to sixteen, Harold C. Wid- 
ener, proprietor of Widener’s Shoe store, 
123 West Washington Ave., has more 
than 10,000 shoes ready for needy 
Europeans. 

More than 185 contestants took part 
in the friendly competition. Each Mon- 
day was designated as Old Shoe Day 
when entrants could submit as many 
as 100 pairs of shoes, with each pair 
counting 2,000 points. Purchases were 
assigned point values. 
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ROMEOS 
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Men’s Leather 








To Retail Profitably at $4.49 


Fine quality, smooth, plump kid leather 
Romeos. Fully formed and lasted. Clear 
street-wear, thick leather soles. Live 
elastic gore. Made in our better-grade 
stitch- down factory. Sizes 6 to 12, 
including half-sizes. Fast sellers, with 
substantial mark-up! In stock for 
immediate delivery. 


PILOT SHOE CO. 
31 Hopkins Place - Balto. 1, Md 
“ Honest-mode Since 1899" 








MEN’S SHOES 





W.L. Douglas Shoe Co, Brockton 15. Mass 
New York Offices, 508-510 Marbr dge Bidg 
New York 1 - 
West Coast Offices 
les Angeles 14 











Sees Little Change 
In Shoe Demand 


NEw YorK. — Declaring that today’s 
hide prices are more reasonable than 
they were last year in at least one im- 
portant respect—that other commodity 
prices have caught up with them—John 
H. Patterson, economist of the National 
Shoe Manufacturers Association, never- 
theless pointed out recently that “to 
say that the current level of raw mater- 
ials prices is ‘reasonable’ does not mean 
that continued stability can be antici- 
pated. All it means is that for the mo- 
ment hides and skins appear to be 
standing on their own. There is nothing 
in the general picture to put hides down 
that would not affect business gen- 
erally.” 

Presenting his third quarterly survey 


| to the NSMA’s board of directors at a 








meeting held here on August 3, Mr. 
Patterson continued: 

“As long as business is good and in- 
comes remain high, the shoe business is 
not likely to change materially. It is 
frequently argued that further inflation 


with attendant increases in the cost of | 


living would inevitably mean an in- 
creased demand for low and medium- 
priced footwear. We are firmly con- 
vinced that people who hold this view 
completely ignore the working of the 
‘easy come, easy go’ psychology. At the 
same time, we do not look for any sub- 
stantial increase in shoe consumption. 
The consumption of shoes and the per- 
centage of consumer spending for shoes 
are not likely to change unless there 
should be a marked change in the sup- 
ply and materials situation. The experi- 
ence of the last 20 years shows that 
consumers will make quite a struggle 


| to keep their consumption of footwear 


up somewhere near where it is today, 
but they do not show much of a desire 
to increase it.” 

Following an analysis of the supply 
situation in the raw stock field, Mr. Pat- 
terson drew the conclusion that it is 
not wholly wishful thinking “to say that 
the supply in prospect should be suffi- 
cient to keep raw materials from going 
up” since, “though business does not 
appear to be bad at the moment, there 
is nowhere near the pressure from re- 
tailers for deliveries that was in evi- 
dence at this time last year. 

“Nevertheless, there is no way what- 
soever to determine whether or not the 
inflationary spiral has run its course. 
The international situation is com- 
pletely uncertain, and so is the behavior 
of ranchers and cattle feeders, who de- 
termine the size of the cattle kill. About 
the only fact that manufacturers can 
count on in setting their course for the 
future is that shoes are something the 
public is likely to keep on wearing.” 
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CHILDREN’S SHOES 








220 YEAR vile 
Chijdren’s Feature Shoes with 
definite selling advantages 


Combination Lasts; Cut from se- 
lected materials; A to D widths, 
from Size 3 infants’ to Size 3 
Growing Girls. Write for descrip- 
tive price list, and availability of 
exclusive franchise in your locality. 


BAUER'S FOOT TRAINERS 
QUARTEe , 


Py 
s 


£4 ™ 











ROMEOS 








BROWN KID ROMEOS 


Leather quarter back, leather insole, heavy 
leather soles, brown rubber heel. 


SIZES INS — Daily or Weekly 






#510: Men’s, 


Sizes: 6 to 12 
24 Pr. to case 






$2.75 


a pr. 
Net 10 days 





785 N. Water St. Milwaukee 2, Wis. 
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B. C. Bowen, Jr. Given 
New Territory by Joyce 


PASADEN4. — At the conclusion of 
the Joyce, Inc. sales meeting recently, 
L. B. Eastman, vice president in charge 





B. C. BOWEN, JR. 


of sales, announced the appointment of 
B. C. “Kip” Bowen, Jr., as assistant to 
C. Mort Phinn, salesman in charge of 
Middle Western and Northwestern ter- 
ritories. Mr. Bowen will make his head- 
quarters in Chicago. 

Son of B. C. Bowen, vice-president 
and Western manager of Boot & SHOE 
RECORDER, the new salesman comes from 
a well-known shoe family. A graduate 
of Northwestern University, he enlisted 
in the Army as a private and advanced 
into special public relations work. Later 
he played professional baseball and, 
after joining Joyce, lent his skill to the 
company team. 

Mr. Bowen has been in training at the 
Pasadena plant for the past two years, 
and handled the Southern California 
accounts prior to his promotion. 





R. T. McCrary Joins 
Bourbeuse Sales Staff 


St. Lours—Andrew Browne of Bour- 
beuse Shoe Company at Union, Mo., has 
appointed R. T. (Mickey) McCrary to 
represent the company in the South- 
west. Mr. McCrary will cover the states 
of Arkansas, Oklahoma, Texas, Louisi- 
ana, Mississippi, New Mexico, and 
Arizona. 

He was formerly associated with 
Kane, Dunham & Kraus and he suc- 
ceeds Phil Cohen who has represented 
Bourbeuse for the past ten years in 
the same territory. Mr. Cohen is retir- 
ing from the shoe business. 

Mr. McCrary has traveled the South- 
west territory for about twenty years; 
has a host of friends among the retail 
trade; and, of course, is enthused over 
the prospects of a successful business. 
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Seal of Approval Awarded 
Western Slipper Line 


Los ANGELES, CALIF. — L. R. Shep, 
president of the Lambkin Products 
Company, recently announced that the 
firm’s entire line of “Lambkins of Holly- 
wood” children’s slippers has been 
awarded the Parents’ Seal of Approval. 
Before the Parents’ Magazine seal was 
awarded, the merchandise underwent a 
series of tests conducted by the United 
States Testing Company. These tests 
covered every major quality point such 
as workmanship, materials, fit, and 
wearability. 

Stressed by the company are scienti- 
fic styling, double-thickness soles, seam- 
less back, and the exclusive use of Talon 
Zippers. Despite the extra costs of ma- 
terials and labor, the concern has main- 
tained the same price range for years. 





Kurt M. Delph Joins 
Prima Sales Force 


CoLuMBus, O. — In line with a gen- 
eral expansion program, Kurt M. Delph 
has joined the sales force of Prima, Inc., 
Columbus, covering the Central Wes- 
tern states. Working out of St. Louis, 
Mr. Delph will cover the states of Miss- 
ouri, Kansas, Nebraska and North and 





KURT W. DELPH 


South Dakota. He will represent the 
complete Prima line. 

Before joining Prima, Inc., Delph was 
employed as buyer of women’s and chil- 
dren shoes at Newman’s, Joplin, Mo. He 
was also formerly associated with the 
Innes Shoe Co., Los Angeles, and Nus- 
rala-Bowen Shoe Co., St. Louis. Besides 
10 years experience in the shoe business, 
Delph served one and one-half years in 
the AAF as lieutenant, during the war 
period. He now resides with his wife 
and family in Joplin, Mo., but is plan- 
ning to move to St. Louis in the near 
future. 


M. K. Weil Shoe Co. Opens 
Eastern Sales Office 


St. Louris. — Meyer Weil, president 
of the M. K. Weil Shoe Company of 
St. Louis, announces the opening of 





ROBERT M. LEVINE 


sample rooms in the Marbridge Build- 
ing, 47 West 34th Street, New York 
City. The firm will occupy Rooms 855- 
857. 

Robert M. Levine has been appointed 
Eastern representative of the company 
and will be in charge of the new sample 
rooms. A complete line of jobs and can- 
cellations from the St. Louis market 
will be featured and the new set up will 
greatly facilitate the buying of Weil’s 
Eastern customers. 

The company also maintains sample 
rooms in the Haas Building, Los An- 
geles, California. 

Mr. Levine brings to his new job both 
retail and wholesale shoe selling experi- 
ence. Following his discharge from the 
Army, he worked in the shoe depart- 
ments of James McCreery & Co., New 
York, and Frederick Loeser & Co., of 
Brooklyn. Foilowing that, for one year 
he was employed by Plotkin Bros., of 
New York. 


New Wholesale 
Firm Organized 

New YorkK.—AlI Burns, former part- 
ner in the now-liquidated Standard 
Shoe Co., Duane Street shoe whole- 
salers, announces that he has organized 
his own wholesale firm to handle a gen- 
eral line of shoes and rubbers for men, 
women and children. The new firm, to 
be known as the Al Burns Shoe Co., has 
established headquarters at 112 West 
Broadway, this city. 

Mr. Burns is a veteran shoe man, 
having been an active member of the 
industry for 20 years. 
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Western Shoe Factory To 
Double Capacity 


Santa Rosa, CALIF. — Jerome M. 
Kushins, president of Kushins, Inc., 
manufacturers of men’s shoes, has 
started an expansion program which he 
says will make his company the largest 
producer of men’s work shoes and 
sportsmen’s boots in the West. 





JEROME M. KUSHINS 


One hundred new pieces of equipment 
will be installed in the plant at Second 
and F streets which will double the 
present capacity of 500 to 600 pairs per 
day. The additional equipment will re- 
quire a fifty per cent increase in 
employes. 

The Kushins company took over the 
former Santa Rosa Shoe Company plant 
in January, 1946, and has since been 
growing steadily, increasing its original 
production of 100 pairs a day to its 
present capacity of 600. 





Resigns Position with 
Cortell Shoe Co. 


MANCHESTER, N. H. — The resigna- 
tion, effective September 1, 1948, of 
Irving Goodman as Eastern sales repre- 
sentative, has been announced by Clar- 
ence N. Jacobson, president of the Cor- 
tell Shoe Co., Inc., Manchester. 

For the past two years, Mr. Goodman 
has been in charge of sales of Buskens 
for the territory covering New York, 
New Jersey, Eastern Pennsylvania, Del- 
aware, Maryland, District of Columbia, 
and Virginia, with headquarters at the 
company’s New York office located in 
suite 632-4-6 Marbridge Building. 

Mr. Jacobson is at present interview- 
ing prospects for this position. Mr. 
Goodman is to become associated with 
Stanley Weiss in the operation of the 
shoe departments of the Hearn Depart- 
ment Stores, Inc., New York City. 





Wage Increase Granted 


PORTSMOUTH, O. — Williams Manu- 
facturing Company, shoe manufactur- 
ers, has announced an 8 per cent 
wage increase for its 1600 workers. In 
addition, employes will have six paid 
holidays, and one to two weeks of paid 
vacations, according to length of 
service. 
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New Factory Planned by 
U.S. Shoe Corporation 


CINCINNATI. — Ground has been bro- 
ken at Vevay, Indiana, for a new Gold 
(Red) Cross shoe factory, according to 
a recent announcement by A. B. Cohen, 
president of The United States Shoe 
Corporation. 

The new unit will supplement a fit- 
ting room now being operated in Vevay 
and will be devoted to the manufacture 
of a complete line of platform casual 
shoes, with an eventual production of 
3,000 pairs a day. Nathan Stix, vice- 
president in charge of production, states 
that the new factory will be ready for 
production in November and will make 
and ship shoes for Spring, 1949. 

All five of the present Gold (Red) 
Cross Shoe factories, according to Mr. 
Cohen, are working full time and are 
completely sold up through October, 
producing over 16,000 pairs daily. 

Backing up this production will be a 
national advertising program in Life, 
Ladies’ Home Journal, Mademoiselle, 
Charm, Seventeen, Vogue and the New 
York Times; and local newspaper ad- 
vertising by dealers who, according to 
C. H. Butler, manager of merchandising 
and advertising, used a total of nearly 
3,090,000 lines during the first six 
months of 1948. 





Will Sell Kandel Shoes 
On West Coast 


New York — Sol Kandel who resides 
in Arcadia, Calif., has joined Kandel 





SOL KANDEL 


Shoe Co. of New York City, and will 
represent this company on the West 
Coast. He has had wide experience in 
the retail and wholesale shoe business 
and is well known in the trade. 





Organizes Wholesale Firm 


DeETrROIT.—Donald E. Freeman, form- 
erly with S. Zueiback and Sons, operat- 
ing a number of neighborhood shoe 
and apparel stores, has established a 
jebbing business here under the name of 
Danny Mann Shoe Company. Head- 
quarters are at 15356 Freeland Avenue. 

Mr. Freeman will specialize in wo- 
men’s play shoes and novelties. 





To Design Carton Wraps 
For Shoe Industry 


St. Louts — Mendle Box Wrap and 
Label Corporation announces the ap- 
pointment of Burton Fischer as art di- 
rector in charge of their shoe box wrap 
designs department. 

Mr. Fischer, who is widely known for 
his work in the advertising, merchan- 
dising, and packaging fields, comes to 





BURTON FISCHER 


Mendle from Universal Match Corpora- 
tion, where he was art director and 
assistant sales promotion manager for 
their match and candy bar divisions. 

Mendle spokesmen report that this ad- 
dition to their staff is part of the firm’s 
expansion program. Earlier this year 
the company completed movement of 
equipment and personnel to the Mendle 
Building, 8110 Eager Road, St. Louis 
17, Missouri. In the new plant, which 
was especially designed and constructed 
to meet Mendle’s box wrap printing re- 
quirements, production capacity has 
been increased over 62 per cent, and 
new cost saving equipment has been 
installed. 





Wholesale Firm Specializes 


In Out-Sizes 


St. Lours. — Because merchants have 
found it risky to stock large sizes, The 
Jayselle Shoe Company recently organ- 
ized here to handle out-sizes at whole- 
sale. This new company will carry in 
stock a women’s style line, cement con- 
struction, in sizes 9% to 12, AAAAA to 
C, to retail around $15. Jayselle Shoe 
Co. is located at 15th and Delmar 
Streets 





Dixon-Bartlett Co. 
Appoints Jack Gow 


BALTIMORE. — Jack Gow has joined 
Dixon-Bartlett Company to travel the 
Midwest territory, it is made known by 
Henry Lambrecht, president and gener- 
al Manager. 

Mr. Gow was formerly with Lady 
Nettleton and prior to that with the 
Rasmussen Shoe Co. He succeeds Oscar 
J. Newton, whose retirement earlier in 
July is also announced. 
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ICE SKATES 





FIGURE and HOCKEY OUTFITS 
2D 


Men's, Women's, Children's 
ICE SKATES 
12 Styles IN STOCK 






Available 


from 


Terms: 2/10 N/30 SEND FOR CATALOG 


ARNOFF SHOE COMPANY 








JOBS 








QUALITY SHOES 


SINCE 1932 


We sell branded qual- 
ity shoes below current 
prices. Nationally 
known for surpluses 
from the nation’s lead- 
ing manufacturers. 
Write us your needs. 















Ach 
Hté FY M.K. WEIL SHOE CO. 
1215 Washington Ave. 
St. Louis 3, Mo. 
While in Town See Weil 
Los Angeles Office—Haas Bldg. 
New York Office—Marbridge Bldg. 














RHINESTONE CREATIONS 





Rhinestone Side Bow 


Imported crystal stones 


IMMEDIATE DELIVERY 
Fastest selling Buckle 
retailing at ao “DOLLAR” 


Rhinestone Creations 
751 N. 39th St. Phila, Pa, 
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Art G. Smith Joins 
Staff of Cobblers 


Los ANGELES. — Cobblers, Inc., have 
appointed Art G. Smith, of Denver, 
Colorado, to represent them exclusively 








ART G. SMITH 


in the states of Colorado, Wyoming, 
Montana, Nebraska, North and South 
Dakota, Kansas and Missouri. This ad- 
dition to the sales staff was made to 
assure better coverage and better 
service to Cobblers customers. 

Mr. Smith is now on his maiden trip 
for Cobblers with the complete line 
which contains many innovations. 





Acme Making New Line 
Of Women’s Cowboy Boots 


CLARKESVILLE, TENN.—An exclusive 
woman’s cowboy boot is being manufac- 
tured on a volume production basis by 
the Acme Boot Manufacturing Com- 
pany, of this city. 

Designed with elaborate cut-out pat- 
terns in colored leathers, Sidney Cohn, 
president of the firm, announces that he 
believes this is the first production cf 
an exclusive woman’s cowboy boot in 
boot-making history. Heretofore, he 
claims, women’s cowboy boots have been 
manufactured over men’s lasts, with 
the exception of those turned out by 
firms specializing in hand-made boots. 

He says that the new Acme line com- 
pletely revolutionizes the manufacture 
of women’s boots, starting with a wo- 
man’s last and making use of patterns 
drawn especially for women wearers. 
They are being made with wood pegged 
shanks. Special attention has been 
given to the leather work in the boot 
upper, utilizing brightly colored leath- 
ers (with red outstanding) cut into fan- 
ciful, artistic scrolls and stitched with 
contrasting thread over an underlay of 
white leather. 

Because of the new last and the use 
of quality leathers, it is stated that the 
new cowboy boots require no breaking 
in. 


Buy Savings Bonds 





Ve 


RIDING BOOTS 


BY 


















IN STOCK FOR 
PROMPT DELIVERY 
J. M. CONNELL SHOE CO. 
South Braintree Mass. 
Pacific Coast Distributor 
Martin Lee Shoe Co. 
Los Angeles, Calif. 





MAJORETTE BOOTS 








MAJORETTE 
BOOTS 
No. 3880 
@ White Elk Leather 
Uppers 
®@ Leather Soles 
@ Silk Tassels 


@ Stitchdown Construc- 
tion 








$5.25 
SIZES 4 to 9 
Terms: 2/10—N/30 SEND FOR CATALOG! 























for children 


Also available 
with crepe sole 


crop” 


JAYRICH FOOTWEAR CO. 
East Lynn, Mass. 
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SHOE CLEANERS 








SPEED-AX 
SUEDE BRUSH 








Combination 
Rubber Bristle 
and Sponge 
Rubber with 
Beautiful Colored 
Plastic Handles 


Packed | Doz. 
Assorted Colors 
In Display Carton 


Price—$1.75 doz.—$19.20 gross 
ORDER THRU JOBBER OR DIRECT FROM 


S&M CHEMICAL CO. 


2611 So. Indiana Ave., Chicago 16, Ill. 




















SLIPPERS 








America’s Finest Slippers 
FOR MEN 


THE KING suiprecr 


KING SLIPPER MFG. CO. 
1160 Washington St., Boston, Mass 

















MEN'S FOOTBALL SHOES 





No. 310 
®@ Duarable Smooth 
Leather Uppers 
®@ Leather Soles 
@ Removable Cleats 
© Goodyear Stitched 
‘Construction 


$5.85 


Genuine 
~ Horsehide 
$7.00 









ARNOFF SHOE COMPANY 








Father and Son Both Active in WCSTA 





Los Angeles, Cal.—A member of the West Coast Shoe Travelers Associates, 
Harry Jay Evans, on the right, has been in the shoe business since 1907. Since 1923 he 
has traveled the Western states representing Field & Flint Company, Brockton, Mass., 
and since 1932 has sold shoes for the Lockwedge Shoe Corporation. 

Jack Evans, his son, has been in the business for the past 15 years. After travel- 
ing with his dad for five years, he went with U. S$. Rubber Company, Footwear Divi- 
sion. Since September, 1946, he has been with Selby Shoe Company, Tru-Poise Division. 





Shoe Business Picks Up 
In Western Canada 


VANCOUVER, B. C. — Shoe business in 
Western Canada during the early 
months of the year was at times almost 
at a standstill, due to the extreme 
weather conditions which tied up all 
rural traffic. 

As a reaction from this, however, 
there has been a tremendous pick-up 
within recent weeks, and it looks now 
as if many merchants who were re- 
signed to a rather substantial drop in 
sales figures for the first half of the 
year, have actually ended up with size- 
able increase in dollar volume. Stocks 
are still out of balance but a great im- 
provement has taken place over the 
condition that existed a couple of 
months ago. 


Dealer Fits Children in 
Their Own Homes 


MONTREAL, QuE. — A shoe service for 
children in Montreal, with station wa- 
gon delivery right to the door and 
proper fitting in the home, is the almost 
unique idea of Fernand Des Marais, 
graduate of the Shoemaking School of 
Arts and Crafts. 

The service is very simple. The 
mother phones Mr. Des Marais first, 
tells him the size of shoe wanted, type 
and color. If she is not sure as to size, 
he will try to guess it by age, or he will 
go to the home, measure the child’s feet 
and, likely as not, he’ll have the correct 
size in the car or will return to his place 
of business and get them. 

An interesting thing, too, is that once 
the child has been fitted by him, he 
keeps that on record and a repeat order 
is doubly easy to fill. 


Endicott-Johnson to Build 
Two Recreation Centers 


BINGHAMTON, N. Y. — The Endi- 
cott-Johnson Corp. has announced that 
work will start at once on two new 
$250,000 workers’ recreation centers in 
Endicott and Johnson City. The club- 
houses are the ones for which he an- 
nounced plans about a year ago, 
Charles F. Johnson, Jr., vice-president 
and general manager, said. 

The clubhouses will be identical ir 
most respects. Each will contain a first 
floor hall capable of seating 1,400 per- 
sons at tables or 1,800 in rows. The 
basement will contain 16 bowling alleys. 

Each building will be fitted with @ 
60 by 28-foot stage flanked by dressing 
rooms and equipped with a fireproof 
curtain. A service kitchen will be built 
along the side of each structure. Mr. 
Johnson estimated that from eight to 
ten months will be necessary to com- 
plete the buildings. 


U. S. Rubber Again 
Offers Fellowships 


NEW YORK—United States Rubber 
Company recently announced it is this 
year again offering the graduate fellow- 
ships in chemistry established at ten 
leading universities in 1947. In making 
the announcement, Herbert E. Smith, 
president, said the company is also es- 
tablishing a graduate fellowship in phy- 
sics at University of Virginia. 

Universities which have accepted the 
fellowships in chemistry are: California 
Institute of Technology, Cornell Uni- 
versity, Harvard University, Massachu- 
setts Institute of Technology, North- 
western University, University of Cali- 
fornia, University of California at Los 
Angeles, University of Chicago, Uni- 
versity of Minnesota and Wisconsin. 
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The latest revised edition of 
THE SHOE AND LEATHER 
LEXICON — the 14th — is 
available again! 

This illustrated glossary of trade 
and technical terms serves a 
very purpose for it is filled 
with helpful information. It is a 
steady source for your daily ref- 


erence and your constant “tool 
of the trade.” 


The Shoe and Leather Lexicon 
75c per copy, prepaid 
BOOT and SHOE 


E RDER 100 East 42nd Street 
RECO New York 17, N. Y. 





Named Sales Representative 
For Two Companies 


St. Lours — Alex Goldstein, former 
St. Louis district representative for the 
Eastern Footwear Corporation, is now 
in charge of the selling and merchan- 
dising programs of Narjos Shoe Com- 
pany, Somerville, Mass., and the Ken- 
more Shoe Company, Beverly, Mass. 
Both firms produce slip-lasted Cali- 
fornia casuals for the volume trade. Mr. 
Goldstein will make his headquarters 
at 503 North 12th Street, St. Louis. 





International Shoe 
Contributes to Hospital 


MANCHESTER, N. H.-—Announcement 
has been made of a $25,000 subscription 
from the International Shoe Co., which 
has factories here, to the $1,350,000 
building fund for the enlargement and 
modernization of Elliott Hospital in 
this city. 

Campaign officials said the shoe com- 
pany gift would finance three semi-pri- 
vate rooms and a three-bed ward on the 
second floor of the new six-story hospi- 
tal building. 


August 15, 1948 


| Shoe and Leather Firms 
| Win Merit Awards 
j 
| 4,000 corporation annual reports sub- 
mitted from all over the country for 
consideration in the eighth annual re- 
| port survey, conducted by Weston Smith 
| of Financial World, eight shoe and 
| leather companies qualified for “High- 
est Merit Award” citations: W. L. 
Douglas Shoe Company, Edison Bro- 
| thers Stores, General Shoe Corporation, 
| International Shoe Company, G. R. Kin- 
ney Company, Melville Shoe Corpora- 
tion, Shoe Corporation of America, and 
United States Leather Company. 

The 1947 stockholder reports of these 
companies are candidates for the final 
judging, and one will be selected as 
“Best of the Shoe & Leather Industry” 
and awarded the bronze “Oscar of In- 
dustry” trophy at the Financial World 
annual report awards banquet on Octo- 
ber 21, 1948, in the Grand Ballroom of 
the Hotel Pennsylvania in New York. 
A year ago the 1946 annual report of 
W. L. Douglas Shoe Company won the 
top award in this industrial classi- 
fication. 





Manufacturers to Exhibit 
In New Hampshire Show 


Laconia, N. H. — Local shoe manu- 
facturers will participate in a “Made 
in Laconia” Industrial Show to be held 
from August 30 through the Labor Day 
week-end under auspices of the mer- 
chants and industrial committee of the 
Chamber of Commerce. 

Products of local factories will be 
displayed in show windows of leading 
retail stores according to a plan out- 
lined by Jason C. Sloan, president of 
the Chamber of Commerce, and others 
aiding in the arrangements. 





West Coast Manufacturing 
Company Reerganized 

Los ANGELES, CALIF.—The Bird Shoe 
Co. 329 S. Hill Street, has been re- 
organized with H. R. Bassin as presi- 
dent; Jack Lewis, vice-president; and 
Esther Sachs Bassin, secretary-treas- 
urer. 

This firm makes children’s shoes and 
is placing considerable emphasis on 
their Compo Mary Janes and ankle 
straps. A selected few California pro- 
cess slip-lasted styles have been added 
to the line. 


Lerman with Reed Shoe 


Boston. -—— David Lerman. has taken 
over as sales manager and stylist for 
Reed Shoe Mfg., Inc., 212 Essex Street, 
Boston. 

Formerly associated with the Gilbar 
Shoe Co., in Boston, Mr. Lerman will 
continue with the Lerman Shoe Co., 
the jobbing house he established 12 
years ago, with offices at 212 Essex 
Street and factory at 82 Purchase 
Street. They will manufacture ladies’ 
| and misses’ play shoes, and casuals. 








New York. — From the more than 





ROMEOS 








MEN'S & BOYS' 
KID ROMEOS 


$2.50 to $3.00 
IN-STOCK 






HEAVY 


LEATHER 
SOLES : 
700 Men’s Tar Kid Romeo— 
Drill Linina $2.50 
710 Men’s Tan Kid Romeo— 
Leather rter Lining $2.75 
711 Same in Black Kid $2.75 
790 Men’s Tan Kid Romeo— 
Full Leather Lined $3.00 
791 Same in Black Kid $3.00 
410 Boy’s Tan Kid Romec 
Leather Quarter Lining $2.45 
36 or 18 Pairs to Case 
Sizes: Men’s 6/11 7/12 Boys 2/4 


Write forComplete Catalog 
Well-Built Shoe Mfg. Co. 


Milford, Mass. 














SLIPPERS 








America’s Finest Slippers 
FOR WOMEN 


THE KUNG super 


KING SLIPPER MFG. CO. 
1160 Washington St., Boston, Mass. 














EDUCATIONAL 








FOOT SURGERY 
AND CHIROPODY 


APPROVED FOR VETERANS 


Write for Bulletin AT 
NORTHWESTERN INSTITUTE OF 
FOOT SURGERY & CHIROPODY 
185 Ne. Wabash Ave., Chicago 1, Ill. 
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SALESMEN WANTED 


| SALESMEN WANTED | 


SALESMEN WANTED 








OPPORTUNITY 


One of the largest and oldest manufacturers of rubber and fabric footwear 
has openings for several high-grade young men between 25 and 35 years 
of age with retail footwear experience who want to start a road selling 
career. One that offers a future with security and good living. Where 
” Where there is variety instead of routine. 
Where earnings can be increased in proportion to effort put forth. 


Write — Tell us all about yourself (in confidence) in your first letter to 
Address #618, care Boot & Shoc Recorder, 100 East 42nd Street, New | 


there is no “closed season. 


York 17, N. Y. 


FOR A 
SOLID AND SUBSTANTIAL 


UTURE 




















UNUSUAL OPPORTUNITY 


Complete Line of Rubber Footwear, 
priced to meet and beat all com- 
petition. For full particulars and 
territories opened write at once. As 
a side line acceptable. 


Address Box 697, care of 
BOOT AND SHOE RECORDER 
10 High Street, Boston 10, Mass. 








SALESMEN WANTED 


To Sell Imported British Men’s Shoes from 
our American In-Stock Department. Re- 
tailing from $14.00 to $16.00. Many ter- 
ritories still open for men who enjoy sell- 
ing an exceptional product. Please give 
full particulars and experience in your 
reply, which will be kept confidential. Our 
salesmen know of this advertisement. 


Address 700, care Boot and Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y. 





| ALESMAN WANTED TO CARRY 

SHORT LINE of In-Stock, Volume Sell- 
ing Items. Teen Age Type, Fast Selling Foot- 
wear. Can be handled as Auxiliary Line. Ex- 
cellent re-order business. This Line Available | 
for Indiana, Ohio and Michigan. Will answer | 
inquiries from any other territory. Kindly men- | 
tion Lines carried at present. 5% Commissions | 
paid. Weiss Shoe Company, 647 fast 79th 
Street, Chicago, IIL. 








EXCEPTIONAL 
OPPORTUNITY 


Live-Wire Salesman to travel 
through New York State, 
Maine, New Hampshire and 
Vermont. Outstanding Line of 
Infants’, Children’s, Misses’ 
and Boys’ Shoes and Slippers. 
CAN BE CARRIED AS SIDE 
LINE. Good drawing guaran- 
teed. Write stating qualifica- 
tions, experience and_ ref- 
erences. All replies treated in 
strict confidence. 


Address Box 692, care of 
BOOT AND SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 








SALESMEN WANTED 
If You Have a Following among 
Good Retailers and Department 
Stores in 
CHICAGO 
and live there, we have a Real Op- 
portunity, Providing you are a 
Producer. 
We Manufacture a Popular Price 
Womens’ Line and carry a Substan- 
tial In-Stock. 
Please give us full details in first 
letter, so arrangements can be 
made for an interview. 
Address Box 688, care of 


BOOT & SHOE RECORDER 
100 East 42nd St., New York 17, N. Y 











AN OPPORTUNITY 
for experienced 
SHOE SALESMEN 


To Become Associated with an 
Old and Reputable Shoe Manu- 
facturer. We carry In Stock a 
complete Line of Children’s, 
Misses’, Growing Girls’ and 
Boys’ Goodyear Welts to retail 
from $5. to $6.50. All replies 
strictly confidential. Give par- 
ticulars and experience in first 
letter. Following territories 
open: 

1. New York City 

2. Brooklyn, Long Island 

3. Virginia, West Virginia 
4. Northeastern Penn. 
Pennsylvania 
North and South Carolina 
Georgia 11. lowa 
Chicago 12. Missouri 
Illinois 13. Texas 
Florida 14. California 
Wisconsin 15. Oklahoma 

16. Louisiana 
Address Box 693, care of 


BOOT AND SHOE RECORDER 
100 East 42nd Street, New York, N. Y. 














CLASSIFIED ADVERTISING RATES 


‘The rate for undisplayed classified advertising is 12 cents a word under any of our classified headings. When a box 
number is desired, addressed to any of our offices, 12 words must be added for this and charged at the word rate. If 
advertiser’s own name and address is used, count each word (street number is one word) at word rate. Classified adver- 


tising is payable in advance. Send check or money order with your copy. 


vertising except for regular advertisers on contract. 
The rate for all displayed or boxed in classified advertisements is $10.00 an inch with a maximum of 46 words per inch. 


> Advertisements for this page must be in our New York Office 10 days preceding publication date “<j 


No accounts are opened for classified ad- 
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SALESMEN WANTED 
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SALESMEN WANTED 
To represent one of 
AMERICA’S LARGEST DISTRIBUTORS 
of 
Women's Wide Width Footwear 


An outstanding line of IN-STOCK 

Footwear including PLATFORM 

SHOES © NOVELTIES © SPORT 

WELTS © WEDGIES and ARCH- 
TYPE SHOES. 


TERRITORIES 
@ NEW YORK STATE (Newburgh & 


above} 
NORTHERN PA. & EASTERN OHIO 
@ TEXAS @ OKLAHOMA ®@ 
NEW MEXICO ® LOUISIANA 
® CALIFORNIA ® OREGON 
WASHINGTON 
® SOUTH CAROLINA ® GEORGIA 
ALABAMA ® MISSISSIPPI 
@ VIRGINIA © WEST VIRGINIA 
NORTH CAROLINA 
@ NEBRASKA ® SOUTH DAKOTA 
NORTH DAKOTA 
MINNESOTA ® IOWA 


Address Box 706 care BOOT & SHOE RE- 
CORDER, 100 East 42nd St., New York, N. Y. 








SALESMAN 
WANTED 


to cover Florida 


for large wholesaler 
of women’s footwear 


One of market's most complete lines 
of high-style and casual types. Popu- 
lar-priced. Nationally advertised. Ex- 
cellent opportunity with long-estab- 
lished, well-known house. Man must 
be thoroughly experienced, with fol- 
lowing. 


LESTER PINCUS 
SHOE CORP. 


131 Duane St., New York 13, N. Y. 











FIRST-RATE 
OPPORTUNITIES 
FOR SALESMEN 


with large wholesaler 
of women’s footwear. 


(1) Western Michigan and 
Northern Indiana 


(2) lowa 
(3) Nebraska and Kansas 


One of market's most complete lines 
of high-style and casual types. Popu- 
lar-priced. Nationally advertised. Ex 
cellent opportunity for the right man. 
Must be thoroughly experienced, with 
ollowing. 


LESTER PINCUS 
of CHICAGO, Inc. 


311 West Monroe St. Chicago 
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SALESMEN WANTED 


WELL ACQUAINTED with Family 
Shoe Store Trade, for Detroit and sur- 
rounding territory; also Salesman for 
Cleveland and surrounding a by 
well known manufacturer of Women’s 
— Stouts and Wide Width Casuals. 

Box 71! eare BOOT & oust. 2 
CORDER, 100 East 42nd St., New York, N 














Arkansas 


ate open to the right man, to sell the 
foremost Line of popular priced, in- 
stock, Arch Shoes. Littleway process with 
exclusive patented features. Straight com- 
mission basis. Thoroughly experienced 
salesman, who covers his territory thor- 
oughly, will have an exceptional oppor- 
tunity for permanent connection. 


LUMBARD WATSON CO 
Auburn, Maine 











WANTED: AGGRESSIVE SALESMAN 

with following among good Retail and 
Department Stores, to sell Manufacturer’s Line 
of Infants’ Quality Pre-Welts, Popular Priced. 
In-Stock Department. Lucrative territories open. 
Address #705, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 





All TERRITORIES OPEN. New Look 
Velvet Gold Trim Women’s House Slip- 
per. Just out. Terrific Sellers. Good Commis- 
sion. Address #641, care Boot & Shoe Re- 
cone 100 East 42nd Street, New York 17, 





WANTED: SALESMEN TO CARRY 
MANUFACTURER'S LINE of_ In- 
Stock and Make-Up Line of Infants’ PRE- 
WELTS. Commission basis. Territories open: 
Ohio, Indiana, Michigan, Iowa, Minnesota, 
North Dakota, South Dakota, Nebraska, Col- 
orado, Wyoming, Montana. Address #689, care 
Boot Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


GALESMEN WANTED TO HANDLE 
WOMEN’S STYLISH STOUT SHOES 
and Stout Wedgies. Choice territories are now 
available. Margolin Shoe Co., 227 West Huron 
Street, Chicago, Illinois. 


GALESMEN WANTED TO SELL NA- 
TIONALLY ADVERTISED LINE of 
Play Shoes, also Women’s Novelties and Sport 
Oxfords. May carry as Side Line, or exclu- 
sively. Commissions weekly. Address: Box 
2690, care of Boot & Shoe Recorder, 1221 Lo- 
cust Street, St. Louis 3, Mo. 


SALESMEN FOR PENNSYLVANIA, MI- 
CHIGAN, Connecticut, Ohio, Carolinas, 
Virginias, by “one of New York's Oldest Whole. 
salers Women’s, Children’s Novelties, Correc- 
tive, Sports, Slippers. Can be carried as a side 
line. 6%. Platell Shoe Co., Reade Street. 


CALIFORNIA, WEST COAST AND 
SOUTHERN TERRITORIES OPEN for 
experienced men. Long, medium priced General 
Line with very old, substantial House. As a 
full or sideline. Excellent, steady income for 
serious dependable salesmen. Address #695, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


LL TERRITORIES OPEN. New Look 
Velvet Gold Trim Women’s House Slip- 
per. Just out. Terrific Sellers. Good Commis. 
sion. Address #641, care Boot & Shoe Re 
cortaty 100 East 42nd Street, New York 17, 

















< 





IGH STYLED LINE WOMEN’S NOV- 
ELTY FOOTWEAR, Also Casuals and 
Slippers; Popular Price; good opportunity for 
right men. Commission basis to start. Terri- 
tories: Texas, Mississippi, Chicago, Kentucky, 
Tennessee, Virginia, Carolinas. Can carry with 
non-conflicting Line. Furnish complete informa- 
tion first letter. Address #698, care Boot & Shoe 
oo 100 East 42nd Street, New York 17, 





ALESMEN WITH CITY OFFICES AND 
TRAVELING SALESMEN WANTED 
for following areas—New York, Los Angeles, 
St. Louis, Boston. New Orleans, Atlanta, 
Pittsburgh, Philadelphia, to carry sideline of 
imported Ladies’ Novelty hand-made Shoes and 
Slippers. Address #499, care Boot & Shoe Re- 
— 100 East 42nd Street, New York 17, 
+, te # 





SIDELINE SALESMEN WTD. 





ANUFACTURER OF METAL, RHINE- 
STONE AND CUT STEEL SHOE 
BOWS desires salesmen calling on Ladies’ 


Shoe Trade, to carry on small trav of terrific 
Metal Ornaments. RHINESTONE CREA- 
TIONS, 751 No. 39th Street, Philadelphia 4, Pa. 


EW YORK DISTRIBUTOR WANTS 
MEN to sell High Style Casuals and Baby 
Doll Types in Stock, $3. to $6. retailers. Good 
commission—Territories Open: stern and 
Western Pennsylvaria, New York State, Iili- 
. Michigan, Ohio, Maryland, Delaware, 
Washington, D. C., Virginia, North Carolina, 
Georgia. Address #691, care Boot & Shoe Re- 
a. 100 East 42nd Street, New York 17, 








BUSINESS OPPORTUNITIES 


P TO $10,000 to invest as active partner, 

or_buy outright Women’s Low Heel Slip 
Last Factory. Must be in or around Boston. 
Full details necessary. Replies confidential. Ad- 
dress 4694, care Boot & Shoe Recorder, 100 
100 East 42nd Street, New York 17, N. Y. 
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LINE WANTED 





HELP WANTED 


WANTED TO PURCHASE 








MANUFACTURERS 


West Coast Shoe Travelers Associates have capable 
salesmen in their organization te represent your 
company. All territeries Denver West. If you have 
epenings in abeve territories communicate at once 
with our Association. WEST COAST SHOE 
TRAVELERS ASSOCIATES, ROOM 320, HAAS 
BLDG., 2i9 WEST SEVENTH STREET, LOS 
ANGELES (4, CALIF. 








$700,000.00 VOLUME 


FROM THE NORTHEAST 
TERRITORY 
(Excluding New York City) 

Is Awaiting A Shoe Manufacturer 
With A Better Grade Nationally 
Advertised Line of Women’s Shoes. 
An outstanding salesman with a 
successful sales record with one 
concern for many years, and sell- 
ing only to better grade individual 
and department stores, is desirous 
of making a change for the spring 

season. 
Commission 
able. 

What Have You To Offer? 
For further details, or interview in 
New York, 

Write, with confidences mutually 
respected. to 

Box #701, care Boot and Shoe Re- 
— a East 42nd St., New York 
‘7, 3. ¥. 


Box #701 care Boot & 
100 East 42nd St., 


remuneration accept- 


Shoe Recorder, 
New York 17, N. Y. 











PPORTUNITY FOR EXPERIENCED 

SHOEMAN: Buyer and Department Man- 
ager in reputable, High Grade, Long Estab- 
lished Retail Store—Men’s, Women’s and 
Children’s Lines. Salary plus commission ar- 
rangement. Address #707, care Boot & Shoe 
i. a 100 East 42nd Street, New York 17, 





WANTED: A GOOD RETAIL SHOE 

SALESMAN under 40 years of age, by a 
California Store handling top Nationally known 
shoes. Salary good—better when ability to de- 
liver is proved. We are not looking for a cheap 
man—prefer one to whom we can pay a bigger 
and bigger bonus. Answer giving age, starting 
salary expected, experience you have had, and 
where. Answers confidential. Address 3712, 
care Boot & Shoe Recorder, 100 East 42nd 
Street, New York 17, N. Y. 


OMPTROLLER: LARGE SHOE MANU- 
FACTURER with very substantial sales 
volume requires a Comptroller to take charge of 
accounting and related activities. The position 
available requires a man who has had experience 
in the shoe manufacturing industry, is a capabie 
accountant and an able administrator and or- 
ganizer. He should be sufficiently experienced 
to qualify as an expert in accounting proce- 
dures, costs, budgets and taxes. Starting salary 
upwards of $12,000 per year, depending upon 
qualifications. Reply fully and in confidence. 
Address #703, care Boot & Shoe Recorder, 
100 East 42nd Street, New York 17, N. Y. 








POSITION WANTED 





age BUYER, AGGRESSIVE; 30 
Years Married man with family; 
Thorough ebiies of all shoe store operation ; 
ten years’ experience. Presently employed in 
one of the South’s Largest Department Stores; 
Making excellent salary as Assistant Manager, 
uyer. Desires further advancement. Address 
#708, care Boot & a, _Recorder, 100 East 
42nd Street, New York, N Y. 





XPERIENCED SALESMAN, MAINTAIN- 

ING PERMANENT SAMPLE ROOM; 
open daily; continuously calling on, and well 
acquainted with better rated accounts on the 
Pacific Coast, desires Manufacturer’s Line. 
Would like personal interview before Chicago 
Show. Will give business and personal rei- 
erences, Address #709, care Boot & Shoe Re- 
— 100 East 42nd Street, New York 17, 





UCCESSFUL SALESMAN WITH GOOD 

FOLLOWING wants new connections with 
manufacturers for either New York City, plus 
300 mile radius, or Southeastern States. Ad- 
dress #686, care Boot & Shoe Recorder, 100 
East 42nd Street, New York 17, N. Y. 


ANUFACTURER’S SALES REPRESEN- 

TATIVE is seeking a Competitive Line 
of Infants’ and Children’s Shoes. Soft Soles, 
Intermediates and First Walkers for the Chain 
Store and Volume users in the Eastern States. 
Have New York Offices and following in this 
field. Confidential. Address #704, care Boot 
& Shoe : 100 East 42nd Street, New 
York 17, N. Y. 








FOR LEASE 








SHOE CONCESSION 


Large Space Available in Leading Ready- 
to-Wear Shop. Large, new, beautiful dis- 
play windows 100% location. 


CRAWFORD’S FASHION CENTER 
Wilmington, N. C. 














WANTED TO PURCHASE 





WANTED TO PURCHASE—Arch Shoes— 
Men’s — Women’s Branded ae se 

Shoes. Send samples. We pay 

STRAHL SHOE COMPANY, 1350 Pith 

Avenue, San Diego, California. 


134 








UYER and MANAGER, better Grade Ladies’ 

and Children’s Shoes, leaving West Coast, 
desires position with firm in East. Eighteen 
years’ successful Managing experience, has in- 
cluded department grossing in excess of $200,- 
000. Address #696; care Boot & Shoe Recorder, 
42nd Street, New York 17, N, Y. 





FOR SALE 


GHOE STORE (FAMILY), WELE 

STOCKED, in outstanding Ohio city of 
7,000 Population. Doing nice volume; Business 
established 40 years. Address #710, care Boot & 
ane ees 100 East 42nd Street, New York 
iv, ™. i 








THREE MAN STORE FEATURING 

PROTECTED Women’s and Junior Miss 
Nationally Advertised Lines. Annual sales aver- 
age $60,000 to $65,000. A Northern New York 
City of 38,000, with large drawing area. Will 
sell at Inventory prices, plus 2,500 Fixtures 
and good will. No lease required. In same loca- 
tion 23 years. Retiring. Address #702, care 
Boot & Shoe Recorder, 100 East 42nd Street, 
New York 17, N. Y. 


OMPLETE SET OF CHROME WIN- 

DOW FIXTURES for Retail Shoe Store, 
consisting of 79 Stands adjustable to any 
height; in good condition. Includes one Hos- 
ierv Stand and Four Large Three Way Shoe 
Display Units. Pientiful for two large win- 
dows. For quick disposal. $100 for entire lot. 
GLOBE SHOE STORE, Charleston, S. C 


FAMILY TYPE SHOE STORE. Thirty-nine 
years established business. Center Shopping 
District ; thriving County seat; heart of Western 
Montana’s Wonder Land; Fine Climate. $12,000 
will handle. Reasonable long term lease on 
store and two modern apartments. Address 
#687, care Boot & Shoe Recorder, 100 East 
42nd Street, New York, 


Buy Savings Bonds 




















TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 
EDDY SHOE COMPANY 
ALWAYS RELIABLE 


132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 








GET TOP VALUE 


In Selling Your 


e SURPLUS STOCKS or 
e COMPLETE STORE 


CAMITTA SHOE CO. 


120 NO. 4th ST. PHILADELPHIA 6, PA. 
Phone Lombard 3-2062 








MY HOBBY 
Buying, Selling Shoes for 35 years 
CASH TOP PRICES 


Discontinued stocks 


HARRY HESS 
76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! 








WE BUY 
SURPLUS AND COMPLETE STOCKS 
OF BETTER GRADE SHOES 
FOR CASH 
SHORT LEASES ASSUMED 
YOUR NAME AND bRAND 
PROTECTED 


IRVIN RUBIN, INC. 
“The House of Jobs” 
89 READE STREET 
New York City 
Phone BARCLAY 7-7887 








JOBS - CANCELLATIONS - CLOSE OUTS 

AND IRREGULARS FROM FACTORY 

SOURCES ONLY - FOR DETAILS WRITE 
P. O. BOX 805, 
SYRACUSE, N. Y. 








WILL BUY CLOSE OUTS AND 
COMPLETE STOCKS 
of Quality Shoes for Men Women and 


Children. 
For Cash 
BROITMAN-GAFFIN SHOES, INC. 


147 Duane Street, New York 7, N.. Y. 
Telephone BEekman 3-7290 














WILL PAY CASH 


For Stock, Stores, and Leases, Penn- 
sylvania, New Jersey, Maryland or 
Delaware. 
Address Box 148, care BOOT & SHOE RECORDER 
100 East 42nd Street, New York. 17, N.Y. ; 








Boot and Shoe Recorder 

















MERCHANTS’ NEEDS 


WANTED TO PURCHASE 





WANTED TO PURCHASE 
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HANK CLame 


For displaying more men's shoes. Screws in 
walls - shelving, etc. $3.00 per doz. 


M. D. POLLINGER CO. 
HOLLAND BLDG. ST. LOUIS, MO. 

















MAKE THAT SHOE FIT 


SHOE DOCTOR SHRINKERS 





FIT COMES FIRST. Make shoes 
fit around the ankle. Stop gap- 
ping at the sides and slipping in 
the heel (no more heel liners 
necessary). All fullness or wrink- 
les in leather or fabric easily 
shrunk without harm. Assure foot 
comfort for hard-to-fit feet. 





Curved type iron 


Special combination offer $42.50 
(fluids included in above prices) 
Send your order or write for detail information. 

E. C. SMELTZER CO. 


121 E. Sist Street, Indianapolis, ind. 





Canadian Companies Have 
New Sales Manager 


MONTREAL, QUE. — It was an- 
nounced recently by Lucian Corbeil, 
head of Apex Shoe Company and Marie- 
ville Shoe Company, Marieville, P.Q., 
that Tom Savage, formerly of Scott 
Shoe Company, Galt, Ontario, had been 
appointed sales manager. Mr. Savage 
has had a long experience in both manu- 
facturing and selling. 


Wholesaler Adds Shoes 


FAYETTEVILLE, N. C. — The Fayette- 
ville Notion Company, (Lacob Broth- 
ers, owners) wholesale notion jobbers 
since 1919, announce the opening of 
their new wholesale shoe department 
specializing in men’s popular price work 
shoes. 


August 15, 1948 








SELL YOUR JOB LOTS 


SAM CAMITTA & SONS 
95 Reade St., New York 13, N. Y. 


Foremost Shoe Buyers Since 1906 
COrtlandt 7-6378-9 














CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 
93 READE ST. NEW YORK 13, N. Y. 
Telephone WOrth 2-2515 




















Quality Shoes for Men, Women 
and Children 
Scrupulous Protection fer 


New York 





Plastics Experts Promoted 
By Monsanto Chemical Co. 


SPRINGFIELD, MASS. — Monsanto 
Chemical Company has announced here 
the appointment of G. Theodore Barks 
as general superintendent of the com- 
pany’s new vinyl chloride production 
unit. Barks has been division superin- 
tendent of U. S. Rubber Company’s Fisk 
plant at Chicopee, Mass. 

At the same time Car] T. King, pro- 
duction manager of Monsanto’s Plastics 
Division here, said that Salvadore P. 
Lio, superintendent of the plant techni- 
cal group, would be transferred to oper- 
ating superintendent of the new vinyl 
department. 


New Lines Added by 
Fabric Firm 


New York. — The Rockmore Com- 
pany, Inc., 808 Broadway, New York 
‘City, announce that they have expanded 
their fabric, converting and distribu- 
ting department recently by adding to 
their present regular line of fine grade 
cotton backed shoe satin, another grade 
of this cotton backed satin to fit into a 
lower manufacturing bracket. 

They also have added a specially 
constructed all-rayon slipper satin and 
expect to carry all current colors. They 
have also annexed several types of 
play shoe materials which have been 
off the market for many years. 


B. F. Goodrich Co. Names 
Assistant Secretary 


AKRON, O—J. E. Carter, federal 
tax counsel for The B. F. Goodrich 
Company, has been named assistant 
secretary, it is announced by Willis F. 
Avery, company secretary. Mr. Carter 
joined B. F. Goodrich in 1929 as a 
staff member of the controller’s divi- 
sion, later headed a group of account- 
ing departments and was supervisor of 
budgets before entering the legal de- 
partment in 1943. 


BARIS BUYS for CA 
° . 






Short Term Leases Assumed 


Sur Name and Brand since 1932 


ARIS SHOE CO., Inc. 


me %, 


Tel.: WOrth 2-5180 


Tanning Company Increases 
Pay — Holds Prices 


PENACOOK, N. H. — A plant-wide in- 
crease of seven and one-half cents an 
hour for the 225 employees of the 
Brezner Tanning Co. here, including 
maintenance and office workers, has 
been announced by Melvin M. Snider, 
president of the concern. 

The workers were told by Mr. Snider 
that the pay boost represented a cost- 
of-living bonus, which would not be 
passed on to the firm’s customers since 
the company had no intention of in- 
creasing the prices of its products. The 
bonus was made possible, he added, by 
increased production, greater efficiency 
on the part of the workers and the 
stoppage of waste in the plant. The firm 
granted its last previous wage boost in 
August, 1947. 





Joins Staff of Tanners’ 
Council Laboratory 


CINCINNATI. — Mrs. Helen Norris 
Moore has joined the staff of the Tan- 
ners’ Council Laboratory at University 
of Cincinnati on an assignment ex- 
pected to require at least two years. 
Mrs. Moore, the first woman to receive 
a degree in chemical engineering from 
the University of Cincinnati, will do 
research in bating, a part of the tan- 
ning process concerned with action of 
enzymes on skins before tanning. She 
received her M. S. degree at UC in 1927 
and her Ph. D. in chemistry there in 
1948. For several years she served as 
chief bacteriologist in the By-Product 
Research laboratories of Schenley Dis- 
tillers Inc. in Lawrenceburg, Ind. 





Operating Shoe Departments 
In White House Stores 

HOUSTON, TEX. — The Kornbluh 
Shoe Company, Inc., formerly known 
as C. & L., Inc., is now operating the 
shoe departments in the Meyer Bros. 
White House stores. Herbert Kornbluh 
directs the firm’s activities. 
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MERCHANTS’ NEEDS 





MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 














ROOM 204 


All Shoemen should own an ALL PURPOSE SHOE STICK 
$2.95 P.P. 


Guaranteed for All Time 


120 w. main st. ALL PURPOSE SHOE STICK CO.pocxrorp, itunois 


SAVE SALES 
casy to Use for all types 
of shoe stretching on men’s 
women’s and children’s 
shoes. 
















THE 
INVISIBLE 


SHOE 
FORM 





Pend ing 


For More Attractive Displays 


Made to display the shoe and not the form. 
Forms open heeled pumps perfectly and 
easily in less time. No Ikiness, fits 
either shoe and brand names are not con- 
cealed. Made from high quality clock 
spring steel. $3.00 per dozen pairs. Dis- 
count on 12 dozen pairs or more. 


FBF. DISPLAY CO. 


Route 2, Box 646, Indianapolis 44, Indiana 














Endicott-Johnson to Pay 
$1,300,000 Bonus 


Enpicott, N. Y. — Endicott-Johnson 
Corporation will pay a bonus of $1,- 
300,000 to its 18,000 employes, based 
on operating results of the first half 
of the company’s fiscal year ended May 
31, it was announced by George W. 
Johnson, president, and Charles F. 
Johnson, Jr., vice-president and gen- 
eral manager. 

A statement accompanying the an- 
nouncement pointed out that the shoe 
and leather industry, unlike those in- 
dustries with a huge backlog of un- 
filled orders, dare not let its costs get 
out of line, lest production fall off. 
The management favored a bonus in- 
stead of “a so-called third round of 
horizontal wage increases.” 

The bonus will be at the rate of 
eight per cent of each employe’s aver- 
age hourly base rate for 26 weeks of 
49 hours each, or a total of 1,140 hours. 


Plastic Fixture Company 
Appoints Distributor 


ST. LOUIS — The Fix-Play Com- 
pany, 106 N. 17th Street. Birmingham, 
Alabama, has been appointed a Roger 
Kent distributor for Alabama and Mis- 
sissippi. This company is now in posi- 
tion to service all accounts in that 
area on their window, interior fixture 
and display requirements in plastic. 
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NEW ADJUSTABLE 


Price = i» Pony Cup 


remains in 


desired posi- ; 
tion at all for Price Tickets 
times. 


This is an ex- 
clusive pat- 
ented feature. 


$5 gross 
$2.75 
half gross 


M. D. POLLINGER CO. 


| HOLLAND BLDG. ST. LOUIS, MO. 














| 
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Coating Corporation 
Appoints Two Agents 


BROOKLYN, N. Y. — Two appoint- 
}ments announced by Harry Lazar are 
‘the first in Korex Coating Corpora- 
tion’s plan for national representation 
of Korex combining and coating service 
and of Korokaf products. 

Russ White of 1429 Santee Street, 
Los Angeles, has been named as West 
Coast representative; and Herbert R. 
Garside of 525 Broadway, Cincinnati, 
will cover Ohio, Indiana and Tennessee. 





L. Banker Mercantile Co. 
To Remodel Store 


RUSSELL, KANSAS.—The L. Bank- 
er Mercantile Company here is engaged 
in an extensive remodeling program 
which will cost about $50,000 and which 
will convert the 61 year-old store into 
one of the most modern stores between 
Salina and Denver. 

The interior of the store, including 
the shoe department, will have modern 
equipment, lighting and furnishings. 

Also included in the remodeling plans 
is a modernistic front with a cantilever 
canopy extending over the sidewalk at 
the top of the window level, and a 
front of stainless steel and glass with 
separate glass doors. 





Shoe Store Redecorated 


CLAY CENTER, KANSAS — The 
Brown-McDonald store here, shoe deal- 
ers, has undergone extensive remodel- 
ing and redecorating. A new fluores- 
cent lighting system has also been in- 
stalled. The improvements have added 
greatly to the attractiveness of the 
store. 











* ADULT MODEL $15.00 
* JUNIOR MODEL $15.00 


Efficiency 
Of Fit 


YOURS WITH THE NEW 


Ban 


Wit the Brannock Adult and 
Junior Model Devices, the shoe fitter 
can get immediate “Heel-to-Ball’’ — 
“Heel-to-Toe”’—"Width-at-Ball” direct 
measurements. This means speedy, 
accurate fitting; more sales per fitter; 
more perfect fitting; fewer misfits 
with their subsequent costly and 


troubl. exch 





*Available at special cooperative price 
if oi Jered through certain shoe manu- 
focturers—for this list and full details 
write to 


THE BRANNOCK DEVICE 


COMPANY 
Syracuse 4, New York 




















b ADVERTISING 


‘Clippings 


—here's how to get 


More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2,000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ads 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what’s 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 


VINCENT EDWARDS & © CO. 


World's Largest Advertising Service 
Wescealen 


342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
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KIWI IS BACK 


—in Unlimited Quantities! 





TRADE-MARK REG. 
U. S. PAT. OFF. 


The KIWI (Kee Wee) is a re- 
markable New Zealand bird. 
Even smaller than a chicken, 
it lays an egg 5 times larger’... 
That's the tip-off on KIWI 
Shoe Polish profits, roo! 


THE WORLD’S MOST FAMOUS POLISH 
OFFERS YOU BIG PROFITS AND SURE-FIRE “REPEATS”! 





¥%& Ie means increased sales for you, this news 
that world-famous KIWI Shoe Polish is back! 

During the war millions of servicemen dis- 
covered the magic of KIWI Shoe Polish in 
England and Australia. Never before had they 
seen anything like it! Never before a polish that 
produced a “parade shine” that lasted so long! 
And KIWI helped to “nourish the leather”! 

No wonder the fame of KIWI trickled back to 
the States! And no wonder the supply of KIWI 
in this country was snapped up overnight! 

40 to 50% Profit! 

But now KIWI is back—in unlimited quantities! 
Millions of KIWI-hungry customers will create 
a terrific demand. And that means not only big 
sales—and “‘repeat’’sales— but handsome 
PROFITS—because profit margins are actually 
40 to 50% on KIWI! 


Powerful Advertising Support! 
A smashing advertising campaign will herald 


| KIWI’S return. Watch for details! Order KIWI 


now. Display it! Put it “out front”— where a 
fast-moving 40 to 50% Profit-Maker belongs! 


Available in Black, Dark Tan, Transparent (Neutral), 
Tan, Mid-Tan, Brown, Mahogany, Oxblood, and Blue 


* Millions of servicemen discovered KIWI in England 
and Australia! They've been calling for KIWI ever since! 





i, 


f THESE SUPERIOR 
@ FEATURES MEAN MORE 
SALES FOR YOU! 
KIWI contains only the world’s finest waxes. 
KIWI waxes sink deep into the leather — 
keep it soft and pliable in all weathers. 
KIWI gives a longer-lasting shine that““comes 
back” again and again with just a quick 
brush-up. 
KIWI gives a faster, more brilliant shine— 
keeps shoes well groomed. 
KIWI helps to “nourish the leather.” 


KIWI is used exclusively by many custom 
shoe cr en as a fitting finish on 
their finest shoes. They recommend 
KIWI! 
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KIWI POLISH C0. PTY. LTD. 


836-844 Se. Swanson St., Philadelphia, Penna. 
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Plant this TREE in the 


minds of your customers! 


Once you've sold shoes to the customer, you've got fertile soil 
for a sale of shoe trees — and an additional profit! Just tell him (or her) that 
Miller trees help shoes maintain that “new look” far longer . . . are easily 
adjusted for both length and width ... and one tree size accommodates 
several shoe sizes and widths. Millers are designed to allow for metatarsal pads, 
and foreparts are modeled like a shoe last. For extra profit possibilities 


get the facts on how money grows on Miller trees... today! 


O. A. Miller Treeing Machine Company 


PLYMOUTH, NEW HAMPSHIRE 


Branch of United Shoe Machinery Corporation 











Nunn-Bush 


Frankly Made for Better Living 


You can be sure your Nunn-Bush shoes will be a 
gratifying expression of the shoemaker’s art. It ts 
never the Nunn-Bush nature to compromise with 
guality. Ankle-Fashioning offers you more style miles 
and snug “heel pocket” comfort which we believe 


only Nunn-Bush shoes provide so enduringly. 


See what you get because Nunn-Bush 
deliberately strives to build the world’s 


~~ A most satisfying shoes for men. 


Style 2347 


COMMANDER Last 
Style 2327 
Tan Scotch Grain : 
Harness Stitched he . Style 4300 
Winterweight Sole .- a eas — 
Rubber Heel : 


CLYDE Last 
Style 2347 
Brown Scotch Grain 
Medallion Tip 
Winterweight Sole 


Rubber Heel 


CLYDE Last 
Style 4300 
Genuine Shell Cordovan 
Reverse Welt 
Winterweight Sole 
Leather Heel 


CLYDE Last 
Style 805 
Brown Arctic 
Full Leather Lined 
Hand Stitched Vamp 
Winterweight Sole 
Leather Heel 


Style 805 


NUNN-BUSH SHOE CO - Manufacturers + MILWAUKEE 1, WISCONSIN 





Of... 


just 


back-to-school “transients ? 


Two dealers look at the back-to-school sales picture with different viewpoints. Both advertise 
intensively . . . both make a drive for every sale possible. But one sees it only as the inevitable 
seasonal peak . . . a time when business booms and then dives into a between-season lull. The other 
recognizes it as a stimulus, to be sure, but also an opportunity to convert the new customers 

that come into his store into permanent ones. How does he accomplish this? Simply by telling 
mothers, frequently and conscientiously that children’s shoes are often outgrown 


before they are outworn. 
He tells it in his newspaper advertisements. 
He follows up with reminder cards when size check-ups are due. 


And he brings children back into his store, not only at back-to-school time, but time and time again. 


If you are a Stride Rite Dealer and haven't already 


installed such a system, there’s no better time than now. 


GREEN SHOE MFG. CO., Boston, Mass. 








